











PRINTERS’ INK. 


‘A JOURNAL FOR ADVERTISERS. 








Vor, LIX. 


NEW YORK, JUNE 19, 1907. 





The Butterick Trio 
Com; 


The Delineator 
15c.—$1 year 
The Designer 
10c.—0c, year 
New Idea Woman’s 
Magazine 
6c.—50c. year 
R eaching oo 1,600,000 
Homes 
About 10,000,000 
Prosperous Readers 





—Women who dotheir buy- 
ing-in Retail Stores and 
who buy for*their Homes, 
their Families, Children, 
Husband and for them- 
selves......*The Cream of 
Good Customers in Amer- 
ica”......A group of con- 
sumers whose patronage 
alone is enough to assure 
the success of any good 
article. Your advertisement 
printed 1,600,000 _ times 
in one issue of the 
Butterick Trio reaches 
more readers, and costs you 
far less, than you could 
print for yourself and dis- 
tribute to readers of equal 
responsiveness and bu 4 
power, Trio Rate: $7.12 
per agate line, An inch ad 
one time ($100) costs you 
1-1000 of 1c. per reader. 
A Page adonetime($2550) 
costs you about 1 of lc. 
per reader, 


W. H. BLACK 


Mgr, of Advertising 
Home Office, Butterick Bidg. 
New York 


F. H. RAtsten 
Western Adv. Mgr. 
First National Bank Bldg. 
hicago 








THE BUTTERICK TRIO. 
THE OLUNEATOR - THE OLSIGNER - NEW IDCA WOMANS MAGAZINE 
BUTTERICK GUNLOING, KEW YORK, 


WH. Black, Manager of Advertising = 


When you advertise to reach consumers, you 
naturally wish to reach as many as you can, do it 
= torcibly as you can, and as cheaply as you can, 

ut— 

When you buy scattered circulation in small 
gazi irculation insuring you heavy dupli- 
cation, you are not practicing wisdom or economy 
naturally you are not getting results in propor- 
tion to your expenditure. 

The waole secret of advertising success is 
summed up in the expression, ‘* widespread distri- 
bution of advertising and concentration of me- 
diums,” 

Achieve this and you have overcome lost 
motion and misdirected energy—you have covered 
the consumer field in the most logical and paying 
way—in short you have accomplished efficiency. 

The Butterick Trio, consisting of The Delin- 
eator, The Designer and the New ldea Woman’s 
Magazine, will scatter your message accurately 
and well, eames ad covering the desirable con- 
sumer-field—and do it without duplication. 

When you use the Butterick Trio, the great- 
est single power for business promotion in the 
world, you at once create greater steadiness, con- 
om and more rapid business growth for your- 
self. 

At the same time you take out the largest, 
safest business insurance policy for the future. 

Butterick Trio advertising creates consumer- 
demand—brings co-operative effort on the part of 
retailers, and with these two motive forces at your 





, command, the rest is easy. 


Reduce pressure in your sales department— 
throw the weight of your effort into the advertis- 
ing that goes right down to your only source of 
business prosperity—the consumer. 

wade 


Manager of Advertising 


If you want to know how your own business 
can maintain a steady, healthy and constant growth, 
write to me—you put yourself under no obligation. 








1,600,000 FAMILIES.........+10,000,000 PROSPEROUS READERS 





DELINEATOR 





DESIGNER 


BUTTERICK [RIO 
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NEW IDEA WOMAN'S MAGAZINE 
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Each of these letters represents an 
order for the 1907 edition of the Directory. 

The work is the authoritative source of 
information on Newspaper Statistics of 
the United States and Canada. The cur- 
rent edition contains 1,560 pages and lists 
22,898 newspapers and periodicals. 

The 1907 edition of the Directory, for 
the first time in several years, gives the 
ratings of all papers in plain figures, and 
consequently the ‘‘key” is unnecessary. 

The price of the Directory is $10.00, 
expressage prepaid. 


The Printers’ Ink Publishing Co. 


10 Spruce Street, New York 
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A JOURNAL FOR ADVERTISERS, 
ENTERED AS SECOND-CLASS MATTER AT THE NEW YorRK, N. Y., Post OFFICE, JUNE 29, 1893, 


VoL. LIX. 


“UNDIGESTED SECURI- 
LIES,” 


THE AMERICAN BANK NOTE COM- 
PANY WANTS TO PRINT THEM, 
AND GOES IN FOR ADVERTISING 
AFTER MORE THAN A CENTURY OF 
QUIET BUSINESS—THE GREATEST 
PLANT IN THE WORLD FOR PRINT- 
ING BONDS, BANK NOTES AND 
POSTAGE STAMPS—MR., COLTON 
TALKS ABOUT PLANS, 


The campaign begun not long 
ago in metropolitan dailies by the 
American Bank Note Company, 
of New York City, is something 
decidedly new in advertising for 
a printing concern. 

This corporation’s history goes 
back more than a century, the 
first of the several companies that 
have been merged under the pres- 
ent name dating from 1795, and 
beginning business less than a 
hundred years after the first paper 
currency was printed on this con- 
tinent. Until the present year, 
however, the American Bank 
Note Company had done no ad- 
vertising at all, apart from some 
perfunctory announcements car- 
ried in financial and other techni- 
cal journals. What it aims to ac- 
complish by the present publicity 
work is best shown, perhaps, in a 
description of its organization 
and methods. 

The American Bank Note Com- 
pany is the largest concern of its 
kind in the world. It prints bank 
notes, bonds, stocks, postage 
stamps, postals, stamped en- 
velopes, railroad tickets, checks, 
drafts, money orders, mileage 
books, street car tickets and many 
other forms of securities and 
vouchers which stand for direct 
money value, and which must be 
produced under difficult condi- 
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tions, and surrounded with safe- 
guards. With the exception of 
the United States and the British 
governments, it is said, practically 
every government in the world is 
a customer of this house, and up 
to 1893 it had the postage stamp 
contract for Uncle Sam. Between 
1.400 and 1,500 employees labor 
in its big plant down in Trinity 
Place, and the company has many 
special machines and devices of 
its own development for handling 
this exacting class of work. Prob- 
ably no other plant in the world 
could have turned out the fifty- 
million bond issue required for 
the Pennsylvania  Railroad’s 
French loan in the time given for 
its completion, while apart from 
exclusive mechanical features, the 
company has an organization and 
system whereby such an issue is 
absolutely safeguarded inside its 
building. Millions of sheets of 
paper pass through hundreds of 
hands and dozens of operations 
weekly. The traveler setting out 
for almost any country on the 
globe, stepping into this plant 
before sailing, could pick up pa- 
per currency and postage stamps 
in sheets—if they would let him. 
But every sheet of paper is check- 
ed and watched from process to 
process, and one employee must 
account to the next when passing 
work along. In addition to this 
exact system, the company has 
spent many years building a force 
of employees conspicuous for 
loyalty and honesty. Men of sev- 
enty and eighty may be found 
working at salaries or wages that 
fitly reward a long career of in- 
tegrity in the company’s employ, 
and if too old to work, such em- 
ployees are pensioned. 

In engraving plates for 


this 
critical work the company has one 
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rule which is never broken. All 
such plates must remain in its 
own custody. Furthermore, 
whenever a competing concern 
has, during the past half century, 
failed in business and gone into 
the hands of a receiver, it is said 
the American Bank Note Com- 
pany’s representatives were al- 
most invariably on hand to buy in 
the plates of bonds, securities, etc. 
These once in its possession, they 
were taken down into New York 
harbor and thrown overboard, 
where the ocean brine could be 
depended upon to soon _ render 
them valueless. Outside of bank- 
ing circles, perhaps, it may not be 


The company’s motive in thus 
disposing of dangerous plates js 
explained by its policy of making 
the printing and circulation of se. 
curities, etc., as safe as possible. 
All plates: cut within its own walls 
are under permanent control. 

Apart-from facilities for print. 
ing of this class, the company hias 
also an immense plant for pro- 
ducing “commercial _ stationcry, 
catalogues, fine color work and 
advertising’ literature. Arrange- 
ments now under way will greatly 
increase facilities for this class of 
printing. ‘The company’s execu. 
tive offices are soon to be moved 
into its Broad street building, and | 
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86 Trinity Place, New York: “- 





generally known how much forg- 
ery and manipulation of bonds 
and securities is going on at all 
times. The shrewdest bankers 
are occasionally deceived. Plates 
have been known to fall into the 
hands of sharpers who printed 
from them false securities that 
were readily disposed of. Not 
long ago, for instance, an old 
plate of a bank note issued by an 
extinct State bank in New Bruns- 
wick, N. J., fell into dishonest 
hands in some way. An issue of 
these bills was printed and taken 
to Canada, where there is a bank 
named after the province of New 
Brunswick. The tiny “N. J.” on 
the note escaped scrutiny, and 
fraud resulted. 


in the near future its mechanical 
plant will undoubtedly be in- 
stalled in a separate structure of 
more ample proportions. Partly 
with an eye to the future, there- 
fore, as well as to immediate in- 
crease of business, the advertising 
campaign now under way was be- 
gun in January. W. P. Colton, 
for seven years advertising mana- 
ger of the Lackawanna Railroad. 
and originator of “Phoebe Snow,” 
was put in charge of the new ad- 
vertising department. 

“As soon as we are ready,” 
said Mr. Colton the other day, 
“our campaign will be made na-. 
tional in scope, utilizing business 
magazines and a few. general peri- 
odicals likely to reach consider- 

(Continued on page 6. 
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THE SATURDAY 
EVENING POST 
CIRCULATE ? 







































READ THIS LETTER 


‘(*# %* * T went West by Santa Fe route to Los Angeles. 
That is a country where, they say, there are more rivers and less 
water, more cattle and less milk, than anywhere in the world. 
There people climb for water and dig for wood. 

‘‘While going through that country, ‘where there ain’t no Ten 
Commandments, and a man can raise a thirst,’ our train stopped 
at a little station, and I piled off. Aside from a railroad shed, 
there was not a blessed habitation in sight. But, apparently out 
of holes in the ground, there sprang four boys, who made a mad 
dash for the train, yelling, like Comanche Indians, their war-cry, 


“The Saturday Evening Post. 


“I inclose a photograph I made of them. The anxious look 
on the face of the boy at the extreme left is caused by the fact that 
a customer was waiting on the back of the train for the paper he 
holds in his hand, and he felt he was losing time. I think our 
trainload of people cleaned them out. 

“Of all the distribution service 1 have run into, that of THE 
SATURDAY EVENING Post is the most penetrating.” 


THE CURTIS PUBLISHING COMPANY, PHILADELPHIA 
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able numbers of business men. 
Just now we are using the New 
York daily papers alone. They 
circulate in territory covered by 
our local salesmen, and inquiries 
received can be followed up in 
person.” 

“Are the newspaper ads bring- 
ing inquiries?” 

“Yes—that part of the carh- 
paign has been very satisfactory 
so far. New York is, of course, a 
center for corporations and cor- 
porate interests, as well as a bond 
and security market. Our an- 
nouncements thus far have been 
talks on safety devices, with oc- 
casionally a word or two con- 
cerning the company’s facilities 
for fine color and commercial 
printing. The safety devices are 
extremely interesting things to 
talk about. We have, for in- 
stance, our planchette paper, made 
for the company by the same mill 
that makes Uncle Sam's bank note 
paper. Little disks of colored 
fiber are interwoven in this paper, 
like the silk threads in United 
States bank notes. On the sur- 
face they appear delicate in color, 
but when planchette paper is held 


_ to the light they are almost black, 
and thus cannot be imitated by 


drawing, painting or any other 
method known to forgers. We 
control this paper. Then there 
are sensitized inks, and the count- 
less repetition of a design in the 
background of a check or draft, 
and our fugitive ink, which is used 
to print such backgrounds, and 
which dissolves and smears un- 
der the least manipulation. 

“In short single-column talks 
about these devices, and _ the 
standing of the company, we have 
already interested many business 
houses and entered into negotia- 
tions. The ads have been pretty 
freely scattered among all New 
York papers reaching business 
men. Some have been put on 
news pages, and others on the 
financial pages. As fast as in- 
quiries come in they are turned 
over to our salesmen. But almost 
from the first there have come re- 
quests for samples, and because 
we had nothing to forward, the 
campaign in national mediums 


has been postponed until we can 
prepare suitable booklets and 
forms. At present we could not 
submit a sample of any of our 
safety papers except in the shape 
of an actual bond, draft, letter «f 
credit og other blank printed for 
a customer. Samples of thit 
character naturally, never leave 
our own hands. So we are pririt- 
ing special samples to take care 
of long distance business, aid 
shall have a series of bookleis 
suited to different classes of in- 
quiries. 

“For example, hundreds of new 
city and county. treasurers assunie 
office every year throughout the 
United States. Their work de- 
mands_ familiarity . with bond 
issues. Very ‘often these men 
have had no previous experience 
in such matters. So one of tlie 
best bond authorities in New 
York is writing us a pamphlet 
which will give information about 
bond issues to county treasurers, 
telling of transfers, methods fol- 
lowed by financial houses in con- 
nection with municipal, county 
and State securities, precautions 
and safeguards necessary, devices 
of forgers and _ swindlers, etc. 
This pamphlet will be a complete 
handbook on the subject, carrying 
only a secondary advertising in- 
terest for the company. Through 
its distribution we shall be able to 
get in touch with such officials ali 
over the country, and when a new 
bond issue is made anywhere will 
be in possession of data concern- 
ing the treasurer’s office, and be 
known to him, and in position to 
start direct correspondence re- 
garding the printing of the new 
securities. Similar handbooks 
will be prepared for other classes 
of securities. 

“A monthly business periodical. 
The Imprint, has already been 
launched, and will be a very use- 
ful piece of follow-up literatur: 
when the campaign is extended 
It deals with good printing gen- 
erally, and odd facts about the 
company’s special work in partic- 
ular, and will be devoted very 
largely to exhibiting fine  speci- 
mens of commercial printing pro- 
duced in cur plant. Already the 
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interest aroused by the first issue 
of The Imprint has justified an 
edition of 10,000 copies per 
month. It goes to leading banks 
and business houses throughout 
the country. Bond and bank note 
printing offers so many variations 
from ordinary typography, and 
our system is so different from 
that of the every-day printing 
office, that much interesting ma- 
terial is found for this publica- 
tion. As an instance, we made 
the statement, in our first issue, 
that eighteen tons of ink was 
used to print the bonds of the 
Pennsylvania Railroad’s fifty-mil- 
lion French loan, while the paper 
weighed only fourteen tons. This 
statement was regarded as an 
error by many printers, and even 
questioned by mechanics in our 
own typographical department. 
But it is true, nevertheless, for 
these bonds were printed from 
steel plates, the lines being in- 
dented instead of raised, and after 
the depressions have been filled 
with ink, a considerable surplus 
must be wiped off before-the im- 
pression is taken. 

“Our proposition is very broad 
in the advertising sense, for the 
quantity of securities, bonds, etc., 
required in every walk of com- 
merce and public affairs to-day, in 
this age of incorporation, is in- 
credible. Every time a corporation 
is formed, or re-organized, or in- 
creases its capital, there is a job 
of security printing to be done, 
apart from regular stationery. 
Very little information about this 
branch of typography has ever 
been published, and the American 
Bank: Note Company, while trans- 
acting the largest business of the 
kind in the world, is still hardly 
a name to many firms and cor- 
porations that ought to have its 
service, Our advertising will con- 
sequently take the ‘reason why’ 
form for a considerable period, 
secking to make the company 
known generally by telling what it 
does, and furnishing reliable tech- 
nical information concerning 
bonds, stocks, etc. Hand in hand 
with this general interest, how- 
ever, will go direct follow-up 
work, and the business already 
secured from a moderate amount 


of advertising shows that the 
campaign will more than pay its 
way as it goes.” 
ee ond 
HELD IN REGARD. 
New York, May 25, 1907. 
Editor of Printers’ INK: 

We are in receipt of your issue of 
the 22d inst., which contains an arti- 
cle concerning our booklet. 

Mr. N. Brigham Hall, the president 
of the Clendening Co., is, and has 
been for several years, a subscriber to 
and an interested reader of your maga- 
zine, and both he and the writer have 
learned to regard it very highly and 
to respect its criticisms and opinions. 

Therefore, that our production should 
receive from you favorable comment 
and consideration is very gratifying. 

Yours very truly, 
H. S. Hatt, 
Sec’y The Clendening Co. 
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GET-RICH-QUICK 


Advertising is refused pub- 
lication in THE CHICAGO 
RECORD-HERALD which is 
printed by some of its con- 
temporaries. 


Did you ever hear of a “‘get- 
rich-quick” scheme which 
paid an honest dividend? 


May, 1907, Circulation 


Daily average - - (51,175 
Sunday average - 216,550 


THE CHICAGO 
RECORD-HERALD 














Lincoln. Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Takes the place of 280 County weeklies at 
1-10 the cost. Great saving in bookkeeping, 
postage and electros. Rate, 35 cents. 


Actual average circulation 149,281. 
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PHILADELPHIA BIDS GOD- 
SPEED TO J. W. 
MORTON, JR. 


On the evening of June 4 a 
dinner was tendered to J. W. 
Morton, former advertising mana- 
ger of Strawbridge & Clothier, at 
the Hotel Majestic, Philadelphia. 
Over forty men, well known in 
newspaper and advertising circles, 
were the hosts of the evening. 





ator Sproule and others. On jie. 
half of the hosts, Herbert J. Tiley 
presented Mr. Morton with 4 
magnificent loving cup. 

+ x * 

J. Ws Morton, Jr., was born 
in Plainfield, N. J.,  forty-tive 
years ago, and from early min- 
hood has been identified with the 
newspaper arid publishing inter. 
ests, having done much editorial 
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Strawbridge & Clothier— Special Announcement for Tuesday—The Hotel Majestic 








Morton, 


Yay Every Dav Bring Four-Leat Clovers to 





This Best of Goud Fellows! 





WEHEREVER he may gp-we wish him the best of good 
through the Clover fields which he has done su much to make popular, and his days 
te a» full of gccd cheer as his advertisements have been of good 


This is a Clover Nioht! 
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Among the souvenirs was a print- 
ed account of the banquet, news- 
paper-page size, set up in the 
style of a proof-sheet of a Straw- 
bridge & Clothier advertisement, 
a. reproduction of which is here 
given. 

Barclay H. Warburton, of the 
Evening Telegraph, presided, and 
addresses were made by A. A. 
Christian, D. L. Anderson, Sen- 


work of varied character. He has 
also achieved some fame as an 
author, one of his books “Sparks 
from the Camp-fire,” a series oi 
interesting stories of the Civil 
War, issued in 1890, having 
reached a sale of over 200,000 
copies. He has written much 
argumentative literature on eco- 
nomic and financial topics, but 
generally under a nom de plume, 
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because, as he says, “I never felt 
entirely sure of my ground, and 
didn't relish the idea of having 
some day to recant views I had 
publicly expressed.” 

Mr. Morton’s first appearance 
in the advertising field was in 
1895, with the Syndicate Publish- 
ing Company of Philadelphia, 
where, with the collaboration of 
F. E. Wright, president of that 
company, he inaugurated a bold 
and original plan of selling refer- 
ence books by mail on the install- 
ment plan. This campaign was 
such a notable success that it has 
been widely imitated by some of 





J. We MORTON, JR. 
the largest publishing houses both 
here and abroad, and is even yet 
in use with only slight variations. 
In 1899, Mr. Morton became ad- 


vertising manager for Straw- 
bridge & Clothier, of Philadel- 
phia, and held that position for 
more than eight years, during 
which period the business of that 
famous old house has been great- 
ly increased—report says it has 
more than doubled. He leaves to 
enter the general agency business 
in New York. 

Mr. Morton’s usual style. is 
quiet and conservative, though his 


versatility was well demonstrated 
by his easy transition from the 
sensational methods of book ad- 
vertising to the reserved but 
forceful style for which the 
Strawbridge & Clothier advertis- 
ing of recent years has been 
noted throughout the country. 
——___+o>___— 
BEWARE OF _ THIS 
SWINDLER. 


From Detroit comes news of 
the swindling operations of one 
Ervin D. Montpelier, late of 
Paris and later still of England. 
In Detroit he became acquainted 
with Edward Bloom and Ray 
Warman, who were associated 
with the O. J. Mulford Adver- 
tising Company, and they agreed 
to work for him on a commission. 

Mr. Montpelier represented the 
Buyers’ Index, of New York 
City; also he was conceiving an 
export edition of the Chicago 
Inter Ocean. There was worlds 
of money in it. And so the young 
men went to work with a zeal. 
Mr. Bloom says that in two 
weeks’ time they had written no 
less than $2,000 worth of adver- 
tising contracts. 

Time rolled on apace, but the 
young men waited in vain for the 
appearance of their well-earned 
recompense of $500. There was 
no salary, no commission. Mr. 
Montpelier’s ever-ready response 
to their demands for money was 
that the commissions had been 
delayed. 

In the course of events Mon- 
sieur Montpelier ran a little short 
of funds and Messrs. Bloom and 
Warman were ready with $50 in 
cash for him. 

When their suspicions were 
aroused the young men wrote to 
the Inter Ocean and were met 
with the cruel response that the 
proprietors of that paper were 
unacquainted with Mr. Ervin D. 
Montpelier. The Buyers’ Index 
informed the Detroiters that Mr. 
Montpelier did represent their 
export edition, but that the paper 
had been forwarding its com- 
missions to him with regularity. 

And then the gay Frenchman 
was arrested, on a civil warrant 
sworn out by his dupes. 








PRINTERS’ INK, 


CIVIC PRESS WORK. 


PART OF THE MUNICIPAL ADVERTIS- 
ING FUND OF COLUMBUS, GA,, 
GOES INTO THE PREPARATION OF 
NEWS ARTICLES FOR DISTRIBUTION 
TO DAILY AND SUNDAY PAPERS— 
HOW INFORMATION IS GATHERED 
AND MATTER PREPARED—WHAT 


MAKES NEWS VALUE, AND WHY: 


EDITORS PUBLISH SUCH ARTICLES, 

One of the southern cities now 
actively engaged in making its 
advantages known to the outside 
world is Columbus, Ga. Colum- 
bus has only 35,000 population. 
But it has doubled its population 
since 1900, and lies on two rail- 
roads, and is at the head of navi- 
gation on the Chattahooche River, 
and is the largest cotton manufac- 
turing place in Georgia. And it 
means to grow industrially. It 
wants more manufactures, and is 
taking steps to attract them. Its 
Board of Trade has, for many 
months, been sending out litera- 
ture about the town, and co-oper- 
ating to attract both factories and 
labor. 


Some of the most successful 
work done thus far was that ac- 


complished with an industrial 
news service through the pub- 
licity bureau of Parker & Lee, the 
publicity agents of the Pennsyl- 
vania Railroad. This concern has 
offices in New York and Phila- 
delphia, and makes a specialty of 
the preparation of industrial news 
to be forwarded to daily papers 
all over the country, its clients 
paying for the service and the 
papers getting information with- 
out charge, openly marked in a 
way that shows where it emanates 
and what the purpose is in send- 
ing it out. 

When the city of Columbus de- 
cided to undertake this work, the 
representatives of Parker & Lee 
spent three weeks on the ground, 
collecting data. They found that 
Columbus had, first, a great sup- 
ply of developed electric power, 
with almost unlimited  possibili- 
ties to develop more by harness- 
ing water. Thus, the incoming 
manufacturer was assured of 
abundant power at a very mod- 


erate cost. Second, it had fine 
shipping facilities, both by water 
and rail. Third, the demand for 
labor was so great that anybody 
in Columbus can get steady em. 
ployment, therefore the town’s at- 
tractions for the man who wants 
a growing, healthy place to s:ttle 
down in are excellent. 

This ‘information, properly 
written and set in display type, 
would be advertising if sent to 
the business department of a 
newspaper, and payment for it at 
space rates would be expected. 
The problem, therefore, was to 
write it in such shape that, added 
to the informiation, would be 
some element of timeliness mak- 
ing it acceptable to newspapers as 
reading matter. Make it interest- 
ing enough on such a basis, and 
newspapers will print it, and even 
pay a special correspondent for 
it, regardless of benefit that might 
accrue to the city of Columbus. 

The fact that Columbus, Ga., 
has a Board of Trade ready to 
co-operate with manufacturers in 
finding a site, or with a mechanic 
who wants a home or a job, is 
not news. But when that Board 
of Trade appoints a municipal 
freight auditor, an experienced 
railroad man whose duty is to 
watch rates on behalf of manu- 
facturers, and take steps to have 
them equalized, and sometimes 
reduced, that is news. The fact 
that Columbus has good schools 
would be available to newspapers 
only in the shape of a paid ad- 
vertisement. But editors consid- 
er it news when they are fur- 
nished an impartial account of 
the city’s industrial training 
school, where cotton machinery 
takes the place of text-books to a 
large extent, and young people 
are trained at actual looms, card- 
ing machines, brakers, spinning- 
frames, loppers and __ finishers. 
Plans for the development of 
water-power become news wilien 
capital is interested and a cor- 
poration formed, and papers ev- 
erywhere are glad to print an ac- 
count of the project if it tells 
where the capital comes from, 
and who are the men behind it 
The opening of an important new 
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seaport to handle cotton is news, 
too, and therefore the newspapers 
welcome an account of the outlet 
that Columbus is to find to the 
sea at Apalachicola, Fla. 

Upon these basic news facts, 
the civic press service engrafts 
others about the town’s resources. 
Industrial statistics of a general 
nature are needed to explain the 
news items, generally, for if a 
reader is interested by a news 
item about Columbus, Ga., his 
natural query will likely be 
“Where is Columbus, and what is 
it ?” . 

The civic press service gets 
some of its data at first hand, by 
talking with city officials, manu- 
facturers, merchants, realty men, 
engineers. It also begins to read 
the Columbus newspapers very 
closely,. watching local develop- 
ments and getting a grasp of 
local affairs. It is on the watch 
for the odd, the curious, the 
humorous, the unusual. When 
material with genuine news value 
is found, the experience of train- 
ed newspaper men is brought to 
bear upon it, and judgment used 
to decide whether it is suitable 
for daily papers, weekly papers or 
the Sunday issues.\ In the latter 
event, photographs may be neces- 
sary. If the item is one for the 
dailies, then an accurate estimate 
of the amount of space to be de- 
voted to treatment is necessary. 
Writers untrained in daily news- 
paper work usually tell too long 
a story, and link their facts too 
loosely, and often miss the vital 
news elements. The good jour- 
nalist compresses many facts in 
a quarter- or half-column story, 
and puts a regular news head 
over his account, so that salient 
points catch the editorial eye at 
once. 

Matter of this character, once 
found and worked up into anews 
account, is printed on proof slips 
and mailed to editors with a note 
stating its origin and _ purpose, 
and the earliest date at which it 
may be published. About 1,200 
daily papers are listed for such a 
service, so that the simple mail- 
ing operation is somewhat heavy 
and not so cheap as it might seem. 
For the Sunday papers, articles 


with photographic prints costing 
fifty and seventy-five cents each 
are sent out, so that the cost of 
Sunday stuff is not light either. 





The following NEWS MATTER Is sent you 
for FREE PUBLICATION on behalf of the 
Board of Trade of Columbus, Ga. 

it Is requested that no use be made of 
the materia! until 


MONDAY, SEPTEMBER 24. 





NEW PORT PROMISED 
FOR THE COTTON BELT. 


Apalachicola Will Be Opened Before 
Next Season, Giving Columbus 
All Advantages of a Sea- 
board, if Plans of Board 
of Trade Are Car- 
ried Out. 


Columbus, Ga., September —Three hun- 
dred thousand bales of cotton will be han- 
dled by the city of Apalachicola, Fla., when: 
the work on the harbor and pass to the 
gulf is completed. Not a bale is shipped 
from that city now, though it is at the out- 
let of a system of rivers that traverse the 
heart of the cotton belt. The ‘loss will be 
felt by Savannah, Brunswick and Mobile. 

It is now expected that the harbor at 
Apalachicola will be opened before the next 
cotton season, owing to the successful work 
being done by the Board of Trade of this 
city. This organization now has excellent 
prospects for securing for the Chattahoo- 
chee river a part of the $3,000,000 appropri- 
ated by the government for improving and 
protecting the Apalachian system of rivers. 

The great cotton mills of¢ Columbus, to- 
gether with the other industries of the city. 
‘are back of the movement to open the port 
at Apalachicola, in order that an all-water 
route, by way of the Chattahoochee river 
and the .Apalachicola .harbor, may be se- 
cured to the central and western States, 
to Cuba and the South American countries. 

A channel 17 feet deep was made in the 
‘West Pass of the harbor at Apalachicola in 
1901, when over 75,000 cubic yards of sand 
Were removed from the pass to the gulf. 
With an additional 100,000 cubic yards re- 
moved from the pass and the harbor, sea- 
going vessels will be able to reach the 
wharfs at Apalachicola, where the Chatta- 
hoochee river ‘s tie up. 

The congressional Committee on’ Rivers 
and Harbors visited Columbus in March to 
inspect the Chattahoochee river, its tre- 
mendous water power at Columbus, and the 
facilities furnished for navigation. This 
body, which includes Congressman Hepburn, 
of Iowa, will.come to this city this fall to 
settle the project approved’ by the govern- 
ment board of engineers, to open the pass, 
and give Apalachicola and Columb the 


nm 
advantages of a seaport city. 











But the Sunday papers publish a 
large proportion of such matter 


when it is interesting, and the 
pictures such as are taken by the 
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trained news photographer. Com- 
ing to them free of cost, an_il- 
lustrated article of that character 
saves money by filling space that 
would be occupied by another ar- 
ticle regularly paid for. As for 
the daily papers, while perhaps 
less than ten per cent of them use 
the items, yet publication of a 
short article in even fifty or sev- 
enty-five dailies gives millions of 
copies circulation, and produces 
its effect in indirect publicity. 
Daily newspaper editors are gov- 
erned largely by the local news 
conditions that obtain on the day 
such matter is received for pub- 
lication. If the paper is crowded 
with testimony in a local murder 
trial, or the facts about a bank 
failure, the chances are that ~no 
room will be found. But a cer- 
tain proportion of the 1,200 news- 
papers are certain to be short of 
news, in which case the item is 
welcomed. On that principle the 
civic press service works. ; 
An article that can be syndicat- 
ed to a hundred Sunday papers 
is also fit, usually, for a little 
more treatment and 
publication ex- 
If there 


scholarly 
submission for 
clusively in a magazine. 
is popular interest in child labor 
or other industrial conditions, the 
press service may find material in 
the mills of a city like Columbus 


for throwing light on current 
problems. Facts that would not 
be impressive to business men, or 
which might even be undervalued 
by local newspaper editors, are 
frequently taken up, arranged to 
illustrate some important ques- 
tion, and worked into an accept- 
able magazine article. If there 
are good, clear, humanly interest- 
ing pictures, so much the better 
chance of acceptance. 

When the city of Chicago an- 
nounced not long ago that a 
municipal press agent was to be 
employed, the news was widely 
published throughout the country. 
Columbus, Ga., however, has had 
such service for more than a year, 
It is paid for out of funds sub- 
scribed jointly by the city, the 
Board of Trade and the Colum- 
bus Power Compariy, and about 
two-thirds as much money as is 
spent for this work goes into 


‘ferent. You can’t advertise this line 


PRINTERS’ INK. 


regular paid display advertising 
for the town in weekly and 
monthly magazines of large na- 
tional ‘circulation. The Board of 
Trade has also been active in en- 
tertaining commercial organiza- 
tions. When the National Asso- 


ciation of Manufacturers met in 


Atlanta last year, a special Pull- 
man train was provided to take 
the delegates to Columbus, a trip 
that cost the Board of Trade 
$1,500, but which has already re- 
sulted in the addition of a large 
new hosiery mill to the town’s in- 
dustries. 


—or————_—"_.. 
SHOP SHOTS. 

The buyer who knows when to say no 
will succeed better than~anyone else ex. 
org he who knows when to say yes. 

he man who can say that he will 
never endorse the paper of another 
man and then live up to that reso- 
lution, can use his \money in paying 
his own debts. 

It’s not the size of your advertising 
space, but what you put in it that 
counts, 

Some men are always saying, “Oh, 
yes, | know, but my business is dif- 


of goods like you can most lines. 
Tommyrot! : 

A spot cash reputation is all right, 
but what will the wholesaler think if 
you find some day that it’s desirable to 
take a little time? Don’t build up a 
reputation that you can’t sustain. 

ou cannot afford to be independent 
with the credit agencies. No man 
knows the day when he may nced their 
favorable report, 

No Booze fighter ever succeeded in 
any other line and none yet ever suc- 
ceeded in whipping Booze. 

The woods are full of near-successes. 
bap are all failures, 

The man who takes up shopkeeping 
while looking for a cinch will find that 
there is lost one guess. 

Employees work ftom sun to sun. 
The merchant’s work is never done. 
He plots, he plans, he looks ahead. [lis 
rest he gets when he is dead. 

Don’t set a date for retiring from 
business unless your pile is already 
made, hus you may avoid certain 
disappointment. 

Few men who have worked steadily 
for thirty or forty years are of a 
temperament that will allow them to 
be happy if they retire to leisure. A 
few weeks is about as much conserva 
tive idleness as the average live man 
can stand. 

Don’t think because your health is 
ood now, and there seems to be 10 
imit to the amount of work that you 
can do, that there will be no after «t- 
fect if you neglect recreation and try 
to do two days’ work in every twenty- 
four hours. 

Discontent won’t strike in very decp 
if you keep busy. Discontent in the 
idle mind becomes ambition in the en- 
ergetic, Frank FArRIncrTon. 
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NEW YORK SPECIAL 
AGENTS. 


PAYNE & YOUNG. 

A little more than three years 
ago Payne & Young, Chicago 
Special Agents, established a New 
York Office, with Franklin P. 
Alcorn in charge. At that time 
Mr. Alcorn was with C. J. Bill- 
son, with whom he had started 
his agency work seven years be- 
fore. He is a New Yorker by 
birth, and his work in his present 
position has brought the eastern 





FRANKLIN P. ALCORN. 


office of Payne & Young up to a 
high standard. 





M. C. WATSON, 

M. C. Watson was born in 
Marshall, Michigan, probably 
about thirty-five years ago, and 
first entered the advertising field 
in Chicago, placing before the 


public the merits of the “Thistle” : 


bicycle. He was one of the pio- 
neers of that city in combining 
street-car and billboard with 
newspaper advertising. He then 
started a mail-order business, 
making a specialty of bicycles and 
sporting goods, but after two 
years gave it up to join the Chi- 
cago force of J. Walter Thomp- 
son, leaving in 1901 to become the 
business manager of the J/nter- 
national Monthly at New York. 





INK 


Mr, Watson became a Special in 
the Fall of 1902, beginning with 
one paper and he now has a 














M. C. WATSON. 


strong list of seventeen, the ma- 
jority of them being in the Middle 
West. He makes at least two 
trips annually to that section of 
the country. 
—__ +o» 
WORDS ON A CAR CARD. 

Cards recently run in the street cars 
for Tarrant’s Seltzer-Aperient give sev- 
eral testimonials, and bear 90 to 120 
words each. The tradition that street- 
car cards should not contain over fifty 
words, even when the card is wholly 
devoted to wording, finds another noted 
exception in this Tarrant usage. 

It is expected that a close reading 
of the comparatively small type (36 
point) will be induced by the natural 
solicitude one feels to compare his own 
symptoms with those of the party tes- 
tifying; the invitation to commence the 
reading being set forth in bolder type 
in the headline. The set of cards is 
interesting from the mere fact that, in 
any case whatever, over a hundred 
words should be ventured on a street- 
car card. 

The Street Railways Advertising Co. 
three years ago inserted a card of a 
dress shield house, containing 120 
words, and we never had any difficulty, 
when sitting opposite to the card, in 
reading it. 

The newspaper advertisers do not 
scruple to insert masses of small de- 
scriptive and testimonial matter in ver 
fine print. This procedure is Saeed, 


undoubtedly, on the same knowledge o 
human nature which leads the old house 
of Tarrant to crowd its street-car cards, 

At the same time, care must be ex- 
ercised in this matter; there is a limit. 
—S. R. A. Quarterly, 
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requisite qualification. 


© amount of money can buy a place in this list tor a paper not having the 
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BEERS. 
Birmingham. Ledger, dy. Average for 1906, 
22,419. adver rtising medium in Pe Fan 
Meontgome , Journal, dy. dy. Aver. 1906,9,844. 


The afternoon jome newspaper of its city. 


ARIZONA. 


Phoenix. Republican. pois ever. 1906,6.478. 
Leonard & Lewis, N. Y. Reps., Tribune Bldg. 


ARKANSAS. 
Fort Gute, Hews. J Evening (except Sat. 
Sunday morning. Daily seereer 1906, 7 ee 
Fs agg 
land, Herald. Average 1906, 
3B0ety sors 1907, 22. 685. Only Cali- 
‘ornia circulation ion guaranteed by 
Powells Direct ory. 
San Francisco. Sunset Magazine, monthly; 
lite: ; 192 to 224 pages, 5x8. ircula- 
tion ten months ag vee een, 1905, 64,- 
600. Home Offices, F’ 
COLORADO. 
Deprer | ne. Circulation—Daily | 62,645. 
The spell RESULTS. 


G7 The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who success- 

fully controverts its accuracy. 


CONNECTICUT. 


apaegeners Evening Post. Sworn dy. av. '06, 


Bridgepert. Morning Telegram, daily. 
— jor ay hn 16,798. 
You can cover using 
Rate, 1c. ay BS flat. 
Meriden. Sourmel, venta evening. 
Sor 1906, 7,580. Pind fon wonthoien, €. 7 


Meriden. Morning Record an Repetition 
Daily average for 1905, Teter. 7.672. 


New Haven, Evening Register,dy. Annual 
sworn aver. for 1906, $, 14.681; Sunday, 11,662. 


subs paver, Fee alladium. dy. ne; Ane 


Telegram only. Rate 





ever for a moment consider the thought of securing and using the eee Star. 


New Haven, Union. 


A 6.481. 
3 mos., 07, 16.682, # "Katey Bp. 


gt., N.Y. 
New a. . . Aver, 1906, 6,104; 

auet Yor Me Goa. & Rats Sp. Agent, N. Y. 

Norwalk. ‘Evening ieee. ee average guar 


anteed: .to sensed 5-4 Sworn circulation 
statement furnished 





Nerwich. Bulleti orning. Aver 
1905, &, 920; 1906, ‘Soave OES: Apr, 1907, 7.028. - 


and | 5.040; 700, Boke mbliean, dy. Pry af 1905, 
DISTRICT OF COLUMBIA. 
day. Datly average Jor $600" SBBTT OO). 
FLORIDA. 


Jacksonville, Metropolis, dy. Average 1906, 
9,482. Mar. '07.10,000. EZ. Katz, Sp. Agt, N.Y. 


GEORGIA. 
Atlanta. Journal, dy. Av, ratte.” 7. Sun- 
= 57.988. Sem:-weekly 74.916, The Jour- 
covers Dixie like the dew 
ILLINOIS. 


Aurora. Daily Beacon. Daily average 
1905, 4,580; 1906, 6,454. d aad 


Citizen. Daily average for 1906, 


rs. Guaranteed | arger circu- 
edneny lished — twin 
und Urbana) combin 


— 
nin 


lation than a ail dere Pa 
cities (Champaign and 


way Bakers’ Helper Helper, monthly ($1.00) 
Bakers’ Heiper Co. Averages Or 1906, 4,017 (OO) 


@hieago, Breeders $2.00. Aver. 
circulation for anf 1906, FO, jo08. £0066, 


Chieago, Dental Review, monthly. 
average for 1905, 8,708; for 1906, 4,001. 


for tte” Examiner. Average 


49.346 Sunday, 

fen: 000 Daily. 
Guarantees — = circulation in 
city of Chicago 


Actual 


than two 
other morning papers combined. 
Has certificate from Association 
of American Advertisers rs. 
Saonnay ead Sunday, 717.681. 
1907 + Dat, 192,271. 
— “correctness 0 wy te circulation rat- 


Examiner is guaran- 
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« HA Fifteen Hundred 
i Dollar Cover 





sie The cover of the September 
32 issue of THe Woman's Home 
a Companion will be the first prize 
= won by Earl Stetson Crawford 
- in the recent cover competition. 
se This was the largest cover com- 
vt, petition ever held by any maga- 
% zine. There were nearly five 
4 thousand contestants. This 
r September issue will be of 
‘ special value to advertisers. 

$) Forms close on July 12th. 
- 

val S. KEITH EVANS, 
ta JOSEPH A. FORD, dihicridiane diag 


Western Manager, 


Tribune Bldg., Chicago. 11 E, 24th St. New York. 

















16 


Chieage Journal Amer. Med. Ass’n, weekly. 
nerege bt, Feb., Mch., April, 1907, 20.562. 


Ohieage, Record-Heraid. ieee 8, Say 

141.7438; * Sunday 211.611. Average Apr 

1907. daily 151.648; Sunday, 216,377. 

ta The absolute correctness of the latest 
circulation rating accorded 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory, who 
will pay one hundred dollars 

to the first person who successfully con 

troverts its accuracy. 


Chicago. The Tribune has the largest two-cent 
circulati: circula- 


ion in — —_ and the “i “ 
icago. The 
receiv- 


tion of wspaper 
TRIBUNE fo the the a "Chicago newspaper 
ing (@©). 


= liet, Herald evening and Sunday 5 
7 ae deraer endt: Set dpe oto, Cate 


Peeria, o> je Circulation guaranteed 
more than 21,000. 
INDIANA. 


Crawfordsville, Journal. ay. and wy. aver- 
age, 1906, 5.87%, and id growing the time, 


ge te ee Journal-News. Av. for 1906, 16.- 
Sundays over 18,000. E. Katz, 8. A.,N. Y. 


Wry lia, Up-to-Date Farming. 1906 av., 
174,584. Now 200,000 4 timesa mo.,75c, a line. 


Notre Dame, The Ave Mari Ave Maria. Catholic weekly. 
Actual net average for 1906. 24.612. 


F tapers ae Clarion-News, daily and is youn. 
Daily average 1906, 1,501; 1,601; weekly, 2, 548. 


Richmond. The Evening 1 Ry daily. 
ending, May's, roe 5. te. 
* s ? 


. Sworn 
i ire months 
ulation of 
over 5, i907 con tracts, The 
ltem goes into 80 per cent of the Richmond 
homes. No street sales. t 
&@~ The absolute correctness of thelatest 
circulation rating accorded 
tho Richmond Item is guar- 
‘anteed by the publishers cf 
Rowell’s American 7 
paper Directory, who wi 
pay one hundred dollars to 
the first person who successfully contro- 
verts its accuracy. 


Seuth Bend, Tribun 
May, 1907, 9,794. pn te Dest in South Bom Bend. 


INDIAN TERRITORY. 


Muskogee, Times Democrat. 1905, ies 
2.881; average 1906, 5,514. EH. Katz, Agt. 


IOWA. 
3 tea tan paid sow Eye. je, Coy. Aver, 1906, 


ohazrenes. Times. Daily aver. May, 13.098. 
Circulation in Oity o7 or total guaranteed greater 
than any other paper or no pay Jor space. 


Des Moines. Capital. daily. ette pty—4 
pan pe ok arma, 1906. 


r. : 


70 cents per inch, 


Des Moines, Register and Leader—daily and 
Sunda my more “Want” and local se 
adv Son ae ore other Des Moines or lowa 
paper. Average ci ulation for ‘or Mar. dy. 80,722. 


ad — = Meines. Iowa State Re State Register and Farmer, 
w’y. Aver. number copies printed. ‘96. $2,128. 
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——— ag Journal. y average for ’ 
we, 8 , 28,70 ge - *s- Sunday and Eve; ing 


Sioux City. hae x ( Evening. Net sv “4 
ww average 1906, 27.170 1907, 81.5 
You can cover Sioux City thoroughly by us ~-4 
The Tribune only. It is subscribed for by })rac. 
age every family that a newspaper can i) \er- 
est. Only Lowa paper that has the Guar in. 
teed Star. 


KANSAS. 


Hutchinaon. News. Daily 1906, 4.260 ur. 

1906, 4.650, E. Katz, Special Agent, N. _ 
Lawrence, World, evening and weekly. Cv 

printed, 1906, daily, &. 7738; weekly, 8.0 O8i. ” 


Pittsburg, Headlight. dy. and Actual 
average for ‘Or 1906, daily 5,96 2, pote 275. i 


KENTUCKY. 


Lexington. Lead Ar. 706,, evg. &.157. * 7 
6.798; Jan.,’0?, b,858, Sy. 4 Sy. 6.891, Z. Katz, > 


r. sengér, Daily aver., 4m 08, 
9; aver. Apr., 3, 20 


LOUISIANA. 


New Orleans. Item.’. Averuge Feb., 1907, high 
water wforiee eael 57a io or 1907, 27,847, 
cperage ‘or 88 Newspuper 
of kn circulation. Want advertisemenis a 


Owensboro. 
ending Apr. 30, on 8. 


ity. 


MAINE, 


Augusta. Comfort,mo: W. H. Gannett, pub. 
Actual average sor 1906, 1,271,982, 


Augusta. Kennebec qm, dy. and wy, 
Average daily, 1906, 7.656. 


Bangor. Comm: 
9.695; weekly 28, wir 


Madison. Bulletin, wy. 
Only paper in Western Ty Co. 


l. Average for 1906, duily 
1906, 1,581, 


hg! arenes Woodsman,week!y, 
W. Brackett Co. Average Sor 1906, 3.077. 


Portland. Eve Express. Average for 906, 
daily 12.806. eng Expres Telegram, 8, O41. 


MARYLAND. 


Py wes Ameri daily Average 1#%, 
9 FF,488; d’y, 67.815. No return privileye. 


Baltimore. gr daily. Evening News Pub- 

lishing ‘eas Average 1906, 69.814. For 
jay, 1907, 81. 188, 

absolute currectness of the 

canons ereunatoen ten rating accor:cd 

the NEws is quarunteed by (ne 

ishers of ll's Americ un 

jewspaper. who will 

pay one Rundred a dare to "the 

person who successfully con- 

troverts its accuracy. 


MASSACHUSETTS. 


Boston. betg eH: Transcript (@@). Boston's 
tea table pa; Largest amount of week day «iv. 


te tet te te x 


Boston, Globe. Average 1906. daily, 182,956. 
Sunday 295.282. Largest circulation daily «f 
any two cent paper in the United States. Larg«st 
circulation of any Sunday newspaper in New 
England. Advertisements go in morning a1 
afternoon editions for one price. 


WI W He He 





Can inter. 


: Guaran. 


YA Conies 


Actual 
B.27s. 


157. Sun, 
Katz, s. A. 
Py 4 mos, 
be TOR, 


1907, high 
, 27,847 
ewspuper 
jemenis a 


lett, pub. 
and wy, 
906, daily 
» 1,581, 
2 al 


Jor 196 
1 


ge 1906, 
rivileye. 


ws Pub- 
4. For 


8 Of the 
lly con- 


foston’s 
ay ail, 


Ke 


er 
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BOSTON POST 


verage for March, 1907. Boston Daily 
Post. 0,186 increase of 6,465 over 
; Beston Sunday Post. 

184, inerease ot 5,481 

First New land paper 


roughly than any other 
Bulk of its circulation delivered in 
middle-class, well-to-do portion of com- 


KS" The absolute correctness of the latest 
circulation rating accorded 
the Boston Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 

the first person who successfully contro- 

verts its accuracy. 


Wie ie te oe Hk 
We te We We He He 


Holyoke. Transcript, dail daily. Act.ar. afer weer 
ending May, 1906, 7 e389; 8 mos, '07, 7.8: 


Lynn, Evening Item. Daily sworn av. ar 
=. a 068: Jan. som, em. nabeok a 

amily pa ion jutely una’ 
proached aw quantity or quality by any igna 
paper. 


Springfield, Current Events. Alone guar- 
antees results, Get proposition. Over 50,000. 


centy. Daily 


Woburn. News, and w 
sage .481. 


av, net paid cir. March, 1,528. 
wo 
vege for ¢ 7908, 11 nL aet copies 


1.206, March, 1907 
circulation. x i) paper. Per- 
mission given A. A. A. to examine circulation. 


r. L’Opinion Pu dail; 5 
nee 1906, 4.282. inion, Publique. ete 
MICHIGAN. 


Juckaon, Citizen-Press. Only 
evening paper. Gives yearly aver- 
ages, not weekly. It’s Jacksun’s 


and la 
ulation. No secrets. 


net fre 
prit daily a average. 7.786. 
2.bans Sunday SBT. Grostert net ofr: 
° ir 
culation. , wadey & 887 . A. A. Sworn state- 
cone thly. Exar Examination welcomed. 


Saginaw, Courier- jer-Herald, Sunday. 
Average 196, 14.897: May, 1907, are i 


Ph aw, Evening News, daily. Average for 
, 19,964; May, ae, OOS ‘20.611, 


ae hs, Semi, Weekly sons 
MINNESOTA. 


ia, Farmers’ Tribane, twice a-week. 
a Aver. for 1906, 87 886. 


Actual 





Minneapolis, Farm, ny and Home, semi- 
monthly. Actual averuge 1906. 87,187; aver 
age for 1906, 100,266;: mos., 1907, 104.100. 
The absct accuracy of Fa: 
Stock «¢ Home's otrenlation rating 
is ——— by the American 
to the rurmers 
of Minnesota, the Dakotas, Western 
Wisconsin aud Northern lowa. Use 
it to reach section must prontably. 


Minneapeli«. Journal, Daily 
and Sunday(@ ©). In 1906 aver- 
age daily circulation 74.054. 

Daily ior ts circulation 
May, 1907, 75,955. Aver. Sun- 
reula May, 197, 72.515. The ab- 
solute accuracy’ vf the Journal's circulation 
ratings ie guaranteed by the snerican Newe- 
paper Directory. It 


reaches 
greater number of the aurehde: 
tng classes and gves into more 
homes than any paper in its 
field. It brings results. 


gitiupeapelioe Svenska setae Posten. 
J. Turnblad, pub. 71906, 52.010. 

OIROULAT’N Minneapolis Tribune. W 
J. Murphy, pub. Est. 1867. Old- 

est Minneapolis daily. The Sun- 

day Tribune average per issue 

Sor the year ending December, 

1906, was $1,272. The duily 


by Am. News. Tribuue average per issue for 


paper 


Diree- the year ending December, 1906, 
ters. was s 103,164, 


St. Paul. Pioneer Press. | Press. Net a circula- 
on. Sor January—iaily 55.802. Sunday 82,- 


The absolute accuracy of the 
Pleneer Press state- 
me :ts is guaranteed by the Ameri- 

Ninety 


Winona. Republican-Herald. Av. May. 4.518 
(Sat. 5,200). Best outside Twin Cities & Duluth. 


nappies 
Joplin. Globe, daily 906, 15.254, 
Apr.. 1907,17,248. E. Kate, Sees ‘Special Agent, N.Y. 


Kansas Oity. Journal. Cire'n, 275.000 
206.885 Weerly—ai y and ciassided, 46 
cents a line 70,( ne ana Sy” a dis- 
lay, 10-5 Cianeitied: Te. eekly 

Bunday—display. 4 48¢. Siaaleeen request. 

St. Joseph, News and and Press. Circulation 

1906, 86.079. Smith & Thompson, East. Reps. 


mt Leuis. National Druggist, mo. Henry R. 
‘on ana Publisher. Average for 1906, 
). Eastern office, 59 Maiden Lane. 


a vise National Farmer and Stock Grower, 
monthiy. Averuye for 1906, 104.200, 


MONTANA. 


Missoula, Missoulian. Every morning. <Ar- 
erage 12 months ending Dec. 3/, 16, 5.107. 


NEBRASKA. 


Lineoln. Deutsch-Amerikan Farmer, weekly. 
Average 1905, 147.032. 


Lincoln. Freie Presse, weekly. Actuul arerage 
Sor 1905, 150.734, 
NEW HAMPSHIRE. 
ao Union, At. me 16,758, daily 
H. Farmer and Weekly Uni 5,550. 
" mites Telegraph. The only daily in city. 
Daily average year ending Dec., ony rath ni 


NEW JERSEY 


Asbury Park. Press. 1906, 4.812%. Gained 
average of one subscriber a day for ten years. 
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Camden, Daily Courier. Actual avera or 
year ending December 31, 1906, 9.020 ita 

Elizabeth. Journal. Av. a“ 5.5235 1906, 
6.515; 1906, 27.847; March, 1907, 8.161 

Jersey City. Evening Journal. Azerage 
4906. 28.005. First four months 1907, 24,06 

urk. Eve. News. Net dy. ar. for 1906, 

ehese copies ; net dy. av. for Apr., 197, 68,940. 


Trenton, Evening Times. Ar. 1906. 18.287; 3 
mos, dy. av, Apr. 30. 07, 20.621; Apr., 20,682, 


NEW YORK. 


Albany. Evening Journal. Daily average for 
#906, 16.251. It’s the leading puper. 

Batavia, Daily News. Average 1906, 7,227. 
Jan., 19/7. 7,474. i like it el 'e. 


Broo Y.._ Printers’ Ink sa; 14 
THE ota! Dakb UNION now has t 
largest circulation in Brooklyn. bd 
tual daily average. werage. for 1906, 49,289. 
Buffalo. Courier, morn. A morn, Av./906, Sunday. + 
168; daily, 58.681; Enquirer, even.. $2.688 
Buffalo. Evenin nod Daily average 1906, 
94.690; for 1906, 94,74 
Corning, Leader evening. Arerage 1904, 
6.283; 1905, 6,395; 1906, 6,585; Feb. av., 6,820. 
us, evening. Actual daily 
average for 12 mos. ending Apr. 30,'07, 4,217. 
Newburgh. News, daily. Ar. '06,5,477; 4,000 
more than all other Newburgh papers combined. 


New York City. 
Army & Navy Journal, Est.1863. Actual weekly 
av. Sor '06.9.706 ( (QO). 4 mos, tv Apr. 07, 9,949, 
Amon: eekly Aver Average for year ending 
Dec. 28, 1906, 15,212. 


Baker's Review, monthly. W. R. Gregory Co., 
publishers Actual average for 1906, 5.488. 


Benziger’s Magazine, the only Catholic Family 
Magazine pubiished in the United States. Guar- 
anteed circulation, 65.000; rates 25c. an agate 
line. With September, 1907, iouse. we guarantee 
75.000 circulation and rates will be 50c. an 
agate line, 


Clipper, weekly (Theatrical). Frank * 
Pub. Co., Ltd. Aver. for 1906, 26.611 ( 

El Comercio, mo. Spanish export. J. Saphert 
Clark Co. Average for 1906, 8,542—sworn. 


Music Trade Review, music trade and art week- 
yy. Average Sor 196, 5.109. 











Mount Verron, 


2 Printers’ Ink, a journal for 
advertisers, published every 
Wednesday. Established 1888. 
Actual weekly average for 
1906, 11.708, 


The People’s Home Journal. 554.916 mo. 
Good Literature, 452. pee monthly, average cir- 
culations for 1906—all idin-advance sub- 
scribers. F. M. Lu: pion. poubu iisher. 


The Tea and Coffee ee Trade Journal. Average 

circulation for year ran § Sept., 1906, 6.4815 
September. ieb.teoue. © 

Theatre Magazine,monthly. Drama and music. 
Actual average for 1906, 60,009, 


The World. Actual arer. for 1906, Mors... 818.+ 
664. Evening. 359.057. Sunday, 442.228. 


Recheat Case and Comment, mo., Law 
v. for year 1906, 22.601. Guaranteed 36,066. 
Schenectady. Gazette, daily. N. Liecty. 
Actual cress. Sor 1905, 18.058; we, 15.809. 
yh Ar yom Post-Standard. Dy. cir. last 3 mos. 
80.385 . The home newspaper of Syracuse 
and the best medium for legitimate advertisers. 











rd. ——_- circulation 





T Reco 
1906. 4'8,x01. May, 1907, 
20.138. ve anier in rin eit: which has 
permitted A. A. A. examin ios. 





Usiea. National Poastelenl Contractor, mo, 
Average for 1906, 2.62. 





Utieu. Press. daily. Otto A. Meyer, publi. her 
Average for year en ing March 81. 1907, 14,92 


NORTH CAROLINA. 


Ceneord, Twice-a-Week Times. Actual over 
age for 1906, 2,455; } 1805, 8,8 2. 


Raleigh, Times. “North ( Carolina's foremost 
afternoon paper. Actual daily average Jan. sat 
to Oct. :st, 1906, 6,551; soeekely, 8,200. 


Raleigh. The Menshonte Journal and Com. 
merce, a magazine for ee, 4 mn _ 
9,063 merchants in Va. i 
Ala. All paid in advance. Oeabbished 196 
pages. Illustrated. tad in size. circula- 
tion and advertising wef trade pub- 
lication in the six Si “nig rman H. Johnson 
is editor-in-chief. 


Winston-Salem leads ali N.C. towns in manu- 


taccuring. The Twin-City Daily Sentinel leads all 
Winston-Salem papers in circulation and adv, 


NORTH DAKOTA. 


Grand Forks, Normanden. Av. yr. ’05, 7,201. 
Aver. for year 1906, 3,180, 


OHIO. 


% 








Akron. Tim daily. Actual average for 
year 1906, 8,977 april, 1907, 9,605. 
Ashtabula, Amerikan Sanomat. Finnish. 
average for 1906, 10.690, 
Cleveland, Plain Dealer. Est. 1841. Actual 
daily average 1906, 72.216: Sunday, 83.569; 


May, 1907, 71,886 2 Sun., 90,245, 


Coshocton, 
2.757. Verified 


Coshocton, Times, daily. daily. Actual average for 
1906, 2,128. 


Dayton, The I 





y. Net average 16, 
—_ y Aso. Amer. Advertisers. 


Journal, mo. Rpticaal 


circulation. Av ade -S: wr ending Aprel 5s , ~ 14 As 
members 0’ 


oi Le ex 

Nv LODGE, the fraternal, 
beneficiary 0 orier nt wage- -workers. 5c. agate 
line, flat rate 


London, Democrat, semi-weekly. Actual aver- 
age for 1906 8,668; now guarantees $800. 


Newark, American Tribune leads in local 
and classified advertising, Ask for the figures. 
March average 8,727. 


field, Farm and Fireside, over \ cen- 


Sprin 
tury | ng Nat. agricult’] paper. Cir.435,000. 
Pn at = eld. Woman’s Home Companion. 


60.000; see.e0e above guar- 
antee. Executive offices, N.Y. City. 


Warren, Daily Chronicle. Acturl areriye 
for year ending December 37, 1906, 2,684. 

Youngstown. Vindicator. D'y. av.'06. 18.749; 

Sy. 10,001: LaOoste & ee Macieell, NY. & Chicago. 


Zanesville. Times-Recorder. Ar, 1906, 11.+ 
126. Guar’d. Leadsali others combined by 50%. 
OKLAHOMA. 
Oklahoma City. The Oklahoman. 1906 aver., 
18.918; May, 1907,19,859. E. Katz. Agent. \. Y. 


OREGON. 
Mt. Angel. St. Joseph’s-Biatt. Weekly. May 
8, 1907. 19-188. . 4 


Portland. Journal, Gaily. Average 1906, 
25.578 ; for April, 197, 29.0 
7 pe Da 0 ap correctness of the 


lai on rating ac- 

corded the JouRNAL 7 ran 

the publishers of Rowe!l’s 

Newspaper Directory, 

bay ey J ere hundred dollars 

to the first i who succes3- 
fully cortroverts its accuracy 
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PENNSYLVANIA. 


Erie. Times. daily. Arer. for 1906, 
May, 1907, 18.623. £. ae Sp. Ag., 


Harrisburg, Tel graph. Sworn av. May, 14,- 
454. Larges ‘paid rentat'n 'n in A’b’g or no pay. 


“In 
Philadelphia 
nearly 
everybody 
reads 

The Bulletin.” 


NET PAID AVERAGE FOR APRIL, 


263,247 copies a day 


Tae BULLETIN’s circulation ficures are net; all 
damaged, unsold, free and returned.copies have 
been omitted. 


17.110; 
N.Y. 


Wit11aM L. MCLEaN, Publisber. 
Philadelphia, Contectioners’ Journal. mo. 
Av, 1905,5.470; 1906, 5.514 (OO). 


Philadelphia. German Daily Gazette. Arer. 
circulation, 1906, daily &2,922: Sunday 0 486, 
sworn statement, Circulation books ope 


FARM JOURNAL 


PHILADELPHIA 


“Unlike any other paper” 





Philadelphia. The Press is 
Philadelphia’s Great Home News- 


any newspaper. Sworn average 
circulation uf the daily Press for 
1906, 100,548; the Sunday Pres Press, 137,863. 


Phitedeiphio. West Vest Phila. Bulletin, weekly. 
Circulation &. 000. Ja James L, Waldin, publisher. 





Seranton, T: Truth. § Sworn c:rculation for 1906, 
14,126 copies daily, with a steady increase. 


West Chester. Local News, 
odgson. Averayefor 

R its 35th year. 
er County 

and vicinity | for its field. Devoted 
to news. hense 1s a home 
paper. Chester County is second 
in the State in ‘agricultural wealth. 


nee’ Dispatch and Daily. Average for 1906, 
‘RHODE ISLAND. 


Pawtucket. Evening Times. Aver. circulation 
Sor 1906,1% 118 (sworn). 


PRINTERS’ 





Providence, Daily Journal. 18.051 (@0), 
Sunday, 21,840, \©@). HKvrening Bulletin S6,-« 
620 averaye /w6. Providence Journa: Co.. pubs. 


Providence. Real Estate Register; finance, 
b’ld’g, etc.: 2.528;sub’s pay 244% of total city tax. 


Providence. Tribune. Morning 10,341. 
parton df 118: Sunday. 16,320. Most 

e paper inthe field. Evening 
atts on guaran by Rowell’s Am. N. D 


Westerly,Sun. Geo. H. Utter, pub. aver. 296, 
4.627. Largest. circulation in Southern R. 1. 


SOUTH CAROLINA. 


Charleston, Evening Post. Actual dy. aver- 
age for 196,4.474. December, 1906, 4.755. 


Coiumbin, State, Actual aver- 
age for 1906, daily (OO), 11. 237 
copies; semi-weekly, 2 . 
day (OO), 1906, 12.22%, 

average for | jirst three months. 1907, 
ee — Sunday(@®) 


Spartanburg. Herald. Actual average for 
frst si: e months, 497, 2,529. 
TENNESSEE. 


Chattanooga, News. Arer. 3 





o= “Ghattanovs 31, 1906, ‘perini 
mly Chat mooee r perme 
GUAR ea ay 
AN Am. ‘Advertisers. Guava 
TEEO noes ‘advg. in 6 uays than morn- 
in ng paper7 days. Greatest Want 
medium. Guarantees largest 
circulation or no pay. 


PE ag oe Journal and Trib- 
Daily average year ending 
Reecoler 31, 196.18.692. Daily 
arer. tase 3 months 1906, 15.247. 


Star. The leader in this field. 


Nashville, Banner. daily. Aver. for vear 1906, 
$1,455: Jan. 1907. 38.388; Feb. 1907, 87.271. 


TEXAS. 
El Paso, Herald. May, ar., 7,618. More — 
both other El Paso d ios ’ Verified by A. A. A 


VERMONT. 

Barre. Times, daily. F. E. Langley. . Aver. / 95, 
8.527: 1906,4.018. 

Pat Free Press. _ Daily average for 
Largest city and Stlute circula- 
a0 oot pe Asso. of Amer. Advertisers. 
t. Albana, Messenger. daily. Actual average 
Pe 1905, 8,051; for 1906, 8.358 copies per issue. 


VIRGINIA. 
Danville, The Bee. Av. 196, 2.867. May, 
1907, 2,688. Largest cir’n. Only eve’g puper. 
Kichmond, So. Tob. and Modern Farmer, 
mo. arerage Sor first 5 mos. of 1907, 14.425. 
Rocky Mount, Franklin Chronicle, wy. Ar. 
06,1,610; March, ’07, 1,920 weekly. Home print. 


WASHINGTON. 
Seuttle, a ineeliigenses (00). 
41.186: Dariy'82,018; week day. 
cAtlal—w Sv. 664. Nes 7 sworn  dreulation 


AN in Seattl rgest genuine and 
TEED oe rt circulation nWashing- 
Mm 5 
grestest re 





—— ity, it service, 
8 always. 
nog me | — Daily and Sunday 
Fie ana sh 
acific Coas' = 0 les 


in amount of 
during 1906, iad ding tts 
rival Poy 178,000 inches display 
and 300,000 lines of classi 
Average 
56, pg Sunday. 
“Daily 44, ont, Avenday 61601. exoiu get 
the b best quality an quantity o 
tion ectly blended ——— you eS oe 
reupapee 


~~ ‘times, the bi; success of the 
decade on the Pacific C 


INK. OT 
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Taco a, Ledger. Average 1906, daily, 16,05%% 
Sunday 21, 79s 

Tacoma. News. Average 1906,16,109; Sat- 
urday, 17,610, 

WEST VIRGINIA. 

Parkersburg, Sentinel. daily. R. E. Hornor, 
pub. Averaye for 1906, 2,640. 

Ronceverte. WV. Va. News, wy. Wm. B. Blake 
&5on, pubs. Aver. 1906, 2,220. 


WISCONSIN. 
Janesville, Gazette. d’ly and s8.-w’y. wey 
18st 3 mos. 197, duily 3.508 : semi-weekly 2,55 


Madt«on, State Journal, d 
8.602; Jan., Feb., Mar.,1907, arf, ABBA; ;Apr., 106. 


ing; il ae te 
Pies 5 Hay gain or pb 


f ther Milwauk | 
avef te tec 


Milwaukee, Evemmne Wis Somme. ¢ d’y, Av. 1906, 
25.450 (©). ount of ad- 


vertisiug of any paper ri Mite subeee. 





Oshkosh, Northwestern. daily. Average for 
1906, 8.099. 


i a ass 


©. Biohardoon Mor. 
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WYOMING. 


Cheyenne. Tribune. Actual daily average net 
Sor 1906, 5, 126; ; 8emi-weekly, 3,898. 


BRITISH COLUMBIA. 


Vuaneouver. Province. daily. Arerage for 
1906, 10,161: Mar. 197, 12.854. H. DeCle: que, 
U. 8. Repr., Chicago and New York. 


_MANITOBA CAN. 


Winnipeg, Free Press, daily and weekly. 42. 
erage for 1906. daily, 4.659: daily May. ‘w7, 
87.121; wy. av. for mo. of Apr., 24.160. 


Winnipeg, Der Nordwesten. Canada’s (jer- 
man newsp’r. Av. 1906,16.177. Rates 56c. inch, 


Wiinaloss. Telegram. Dailu aver. Mor rch, 
24,868. Weekly av., 20,287. Fiat rate, ‘ 


ONTARIO, CAN. 


Teronto. Canadian Implement and Veh cle 
Trade, monthly. Arerage for 196, 6.125 


Toronto, Canadian Motor, monthly. Averige 
circulation Sor 196, 4,540, 


Terento, The News. ily average circula- 
tion for the month of Ty, 1907,40 210. 
Advertising rate 56c. per inch, flat. 


QUEBEC, CAN. 


eg La Presse. La Presse rub. (o. 
Lta., blishers. Actual areraye 1905. da:ly 
96, eth: — 100, 0%7: weekly, 49,992, 


Montreal, the Daily Star and 
The Family Herald and Weekly 
Star have nearly 200,000 subscrib- 
mting 1,000,000 readers 
iftn Canada’s pulation, 
ar. ir. of the Dail ‘shar for 1906, 
954 copies dail the Weekly 
Saar, 128,452 S860 cnpltn each issue, 


ors, repres 








A Large Volume of Want Busi 





THE WANT-AD MEDIUMS 


Newspaper in Which It Appears. 


ness is a Popular Vote for the 








Advertisements under this 


heading are only desired from 


papers of the requisite grade and class. 





COLORADO. 
ws advertisers get best a ae - Colorado 
Springs Evening Telegraph. ic. a word. 
O@NNEOTICUT. 
ERIDEN, Conn.. MORNING RECORD; old es- 


con ght yor acne Wat "pages 

ing Wan paper. 
Clanton sate ‘a word; 7 times,5 cents a 
wo 


ents Wanted, hall half a cent a word. 
DISTRICT OF co OF COLUMBIA. 
par @ and SunDAY StTaR. Washi 
D. ry (@ ©). carries DOUBLE the pamsior of 
Want Aps of any other paper. Rate lc. a word. 
ILLINOIS. 
HE DAILY NEWS is Chicago’s “Want ad” 
Directory. 
T= TRIBUNE publishes more classified ad- 
vertising than any other Chicayo newspaper. 


INDIANA. 
([ SERE Be hy TRIBUNE. Cope a 82 per 
cent of the homes of Terre H 


The INDIANAPOLIS NEWS aaa every ony 


STAR LEADS IN INDIANA. 


Daring May, 07, the INDIANAPOLIS STAR carr 
671.87 columns of aid classified advertising. 
The Star carried 84.90 more columns of ¢la-<i- 
fied advertising than carried by its nearest « «.1n- 
petitor during the same month. 
roe STAR gained 308.35 columns over Apri! :f 


The Ix INDIANAPOLIS STAR has pagsed the 16) (0 
circulation mark. lates, six cents per line 








The Lake County Times 


Hammond, Ind. 


An Up-to-Date Evening Paper. Four Edi 
tions Daily. 

The advertising medium par excellence of 
the Calumet Region. Read by all 

rous business men and well-paid — an- 

cs in what been 

“Logical Industrial Center of America. “a.” 

Guaranteed circulation over 10,000 daily. 











INDIAN TERRITORY. 





week, every month and eve 
re paid classified ¢ pane carer sec, 
all the other ind combined. 
total ee Ag — a 
average of ev oer wi 126,929 
more than all the other | i pay 


A RDMOREITE, Ardmore, Ind. Ter. Sworn cir- 
culation second in State. Popular rates. 
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IOWA. 
ie Des Moines CaPITaL guarantees the lar- 
rest city and the largest to — circulation 
in lowa. ‘The Want giv 
turns always. The rate is 1 cent a word; by the 
month gl per line. It is publisnea six evenings 
awcek; Saturday the big day. 


‘I{E Des Moines REGISTER aND LEADER; only 

mornivg paper; carries more ‘‘want” ad 
vertising — any other :owa newspaper. One 
cent a Wo 





KANSAS. 


PPEAL TO REASON, Girard, Kan.; over 
300,000 weekly guaranteed; 10 cents a word. 





MAINE, 


- i EVENING EXPRESS carries more Want aur 
than all other Portiand dailies comvinea. 





MARYLAND. 
ae Baltimore N«ws carries more Want Ade 
than any other Baltimore daily. It is the 
recognized Want Ad medium ot Baltimore 


MASSA by HMUSETTS, 
1}\a% Boston I VENING TRANSCRIPT is the great 
resort guide for. ‘New nee. They 
expect soane 5 find all good p! listed 1n its adver 
ting “olumns, 


te tk tk tk tx 


[HE BUSTON So. ouly and — iu 
the year 1906, total of 444 
¥ Tae ads. oo a coe of 17,530 ¢ over ‘ 
seer 1905, and wus vir 69 more > ane other 
Boston paper carried for the year 1% 


tet te tk te ok 


30) WORD AD, 10 cents a day. Paity EntEr- 
PRISE, Brockton, sass. Circulation, 10,000 








MINNESOTA. 
Ts MINNEAPOLIS TRIBUNK is the recognised 
Want ad medium of Mi 1 





The Minneapolis aily and Sun- 
day JOURNAL cerries more clas- 
sitied advertising than any other 
seemsopets newspaper. No free 
Wants and no Clairvoyant nor 
objectionable medica: advertise- 
ments printed. Ciassified Wants 
printed in May, 187.418 lines. In- 
dividual adverti: ements, 27,293. 

HE MINNKAPOLIS TRIBUNE | 


CIRO’LAT’N © 
the olde-t Minneapolis daily 
pe, has over 100, 000 a, 
blishes ove: 


ERSEY CITY Evenine Journat leads all other 

Hudson Couuty newspapers in the number 

of classined ad= carried. It exceeds because ad- 
vertisers get prom_t results. 


NEW YORE. 
HE EAGLE has no rivais in Brooklyn’s 
classified business. 


LBANY EVENING JOURN, JOURNAL. Fastern N, 
best paper tor Wants and classified ads. 


Y.’s 


AILY a. ray Vereen. N.Y. Great- 
est Want ad County, 


bad tA eld NEWS with over 95,000 circulation, 

isthe only Want Medium in Butfalo and the 
strongest Want Medium in the State, outside of 
New York City. 


pre ‘RS’ INK, published weekly. The rec- 
. ognized and leaamg \\antad medium for 
want ad meaiums. mail order arucles, advertis- 
ing novelties, printing. Ld ge nace circulars, 
rubber stamps, office devices. adwriting. balf- 
tone making, = ractivaliy anything whicn 
Interests an js to advertisers and pbusi- 
orss men, Classified aavertisements. 20 cents 
4 line per issue flat, six worus to a line, 


ATERTOWN Dally STANDARD. (Guaran- 
teed daily average 1906, 7,000. Cent aword. 


onule. 
OUNGSTOWN VinvicaToR—Leading “Want” 
medium. lc. per word. Largest circulation. 
OKLAHOMA. 


HE OKLaHoMm,N, Otla. City, 19.414. Publishes 
more Wants then any 7 Ukila. competitors. 








PENNSYLVANIA. 
Tu Chester, Pa.. TIMES carries from two to 
five times more ciassifiea ads than any 
Greatest circulation. 


RHODE ISLAND. 
pes EVENING KULLETIN—By far the largest cir- 
culation and the be-t Want medium in R. 1. 


other paper. 





HE EVENING TRIBUNE, Providence, R. [., lar- 
gest paia circulation in the State. 


SOUTH CAROLINA. 
ypue Columbia StaTE (©) carries 
more Want ads than any other 

South Carolina newspaper. 


WASHINGTON. 


HE nate aggro £9), se nenttie, 
Wast., is the o; 
Directory of the Pcie meet aa 


The P.-L. —— Fong —. _Uine want ads 





its 
— want ad he mn Sota Bs 
advertisers. Lat gt nyend 
estorsand home e m 
al best appointed * “Classified” Sec- 





Want advertieoments every week 
at Lah price (average ag two 


by Am. Newa- ing iseues. “banes 
paper DP tory line, Daily or Sunday. 


MISSOURI. 


Th Joplin GLoBe carries more Want ads 
than x a —- wl, og in Southwest Missouri 
t 


combined, heca' gives results. One centa 
word, ‘iuimum, . Ibe. 
MONTANA. 


Te Anaconda STANDARD is Montana’s great 
t-Ad” medium; ic. a — Average 
circutation (1906), 10,778; Sunday, 14,007 





NEW JERSEY. 


Ts NEWARK EveEnine NEws is the recognized 
‘apt-ad Medium of New Jersey. 





\ Swake, N. J. FRE ZEITuNG (Daily and 


Sunday) reaches bulk of city’s 100,000 Ger 
mans, One cent per word ; 8 cents per month. 





rate classifi- 


tion, foe cer 360 se 
ae ‘or sample copy. 1 10c. per 


— 


CANADA. 
A PRESSE. Montreai. Largest daily circula- 
4 tion in Canada witnout exception. (Daily 
100.087. Saturdays 117,000—sworn to.) Carries more 
want ads than any newspaper in Montreal. 


T™ DaILy TELKGRAPH, St. John. N. B., is the 
want ad medium se aoe pat ae provinces. 
Largest, ion and most up to date paper o 
‘Tastean Canada, Want ads ove cent ord. 
Winimam cnarge 2% sents. 


c= Montreal DaILy STAR carries more Want 

advertisements than ail other Moncreal 
dailies combinea. The Famity HERALD AND 
WEEKLY STAR carries more Want advertisements 
than apy other weekly paper paper in Canada. 


TRE Winniveg FREE “FREE PRESS carries more 
“Want” advertisements than other 
Canada, and more ad ments 


Kates one cent ong word per day, or four 
cents per word per wee! 
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©O) GOLD MARK PAPERS@®) 





73 





Out ofa = total of bem gutemions pone in the 1906 issue of Roweil’s American Newspa. 





marks ©®). 


distinguished. from all the others by the so-called gold 





WASHINGTON, BD. C, 

everybody in Washington subscribes to 
rae a ENING 4 - D SUNDAY STAK. Average, 
3906, 35,577 





ILLINOIS, 
THE INLAND PRINTER, C a ,o ©). 
ual average circulation for 1905, 1 


BAKERS’ HELPER (© ©), Chicago. ouly “Gold 
Mark” journal for baxers. Oldest, best known. 


Act- 


Only paper in Chicago re- 


TRIBUNE < ). 
- wy ee because TRIBUNE ads bring 


ceiving this mark. beca’ 
satisfactory results. 


MAINE, 
LEWISTON EVENING JOURNAL. daily. Aver. 
for 1905, 7,598 (© ©); weekly, 17,448 \O ©). 


MASSACHUSETTS. 
Beaton, Am. Wool and Cotton Reporter. Rec- 
a—, organ of the cotton and woolen indus- 
ies of America (© ©). 


BOSTON EVENING TRANSCRIPT (@@). estab- 
lished 1830. The only gold mark daily in Boston. 


TEXTILE WORLD RECORD (@©), Bostor 
Nearly 200 of its 400 advertisers use no other 
textile journal. It covers the field. 


WORCESTER L’OPINION FURL IQUE a ©) is 
the leading French daily of New Engla: 


MINNESOTA. 
wy tat Lg fl MILLER 


ry 
mi and trade "ch Se over or the world. The 
only “Gold Mark” milling journa! (@@). 


PIONEER PRESS (@©), St. Paul, Minn. Most 
reliable paper in the Northwest. 


THE MINNEAPOLIS JOURNAL (© ©). Largest 
home circulation and most productive circula- 
tion in Minneapo: Carries more local advertis- 
ing, more Claseified advertising and more total 

vertising than any seers paper in the Northwest, 


NEW YORK. 
NEW YORK TIMES (©). Largest gold-mark 
sales in New York. 


BROOKLYN EAGLE (@©) is THE advertising 
medium of Brooklyn. 


THE POST EXPRESS (@@). Rochester, N.Y. 
Best advertusing medium in this section. 


ENGINEERING NEWS(©@).—A technical oa 
lication of the first rank.—. 7 Pittsfield, 


SCIENTIFIC AMERICAN (© ©) has the largest 
circulation of any technical paper in the world. 


VOGUE « 
than any 











De carried more advertising in 1906 
r magazine, ¥ weekly or monthly. 


ELECTRICAL REVIEW (© @< covers the field. 
Read and studied by thousands. Oldest, ablest 
electrica) weekly. , A. the Capers. 


NEW YORK HERALD (@©). Whoever mep- 


CENTURY MAGAZINE (© ©). There area few 

o— in every community who know nore 

all the others. ‘These people read tne 
Cunruny MAGAZINE. 


STREET RAILWAY JOURNAL (©©). The 

= ——, on oy and interurban 1: ule 
Se circulation 8,200 week|y 

Mogae PUBLI ING COMPANY. 


HARDWARE DEALERS’ MAGAZINE. 
In 1906, average issue, 20,791 (O©.) 


Specimen co) a mathe’ n juest, 
MALLETT. Pub., 258 way, N. Y. 


THE ENGINEERING RECORD (©). The 
most progressive civil pe ames J journa! in 
the world. Circulation Tr 14,000 roe 
week. MOURAW PUBLISH SS CUMPARY 


NEW YORK TRIBUNE Fi daily and Sun- 
day. Established 1841. A, seuatetenive, clean 
and up-to-date newspaper, whose readers repre- 
sent inteidlect and purchasing power toa bigh- 
grade advertiser 


ELECTRICAL WORLD (6 (00). Established 1874, 
The great international weekly. Cir. audited, 
verified and certified id = e Ansociation of Amer- 
ican Advertisers. during 1906 
was 18,827. McoRAW. PUBLIS ING COMPANY. 





PENNSYLVANIA. 

THE PRESS (© 2). is Philadelphia’s Great 
Home Newspaper. It = be Roll of Honor and 
has the Guarantee id the Gold Marks—the 
three most desirable distinctions for any news- 
fore. Sworn circulation of The Deily Press, 

1906, 100,548; The Sunday Press, 137, 


THE PITTSBURG 
® DISPATCH oe 


The newspaper that judicious advertisers 
always select first to cover the rich. pro- 
ductive. Pittsburg fieid. Only two-cent 
morning paper assuring a prestige most 
profitable to advertisers. rgest home 
delivered circwation in Greater Pittsburg. 














RHODE ISLAND. 


PROVIDENCE JOURNAL (© 6), a conservative, 
en terprising newspaper without a single rival 


SOUTH CAROLINA. 


THE STATE (©©), Columbia, 8. C. Highest 
quality, largest circulation in South Gasolina. 


VIRGINIA. 


THE NORFOLK LANDMARK (@©©) is the 
home paper of Norfolk, Va. That speaks volumes. 


WASHINGTON. 
THE POST INTELLIGENCER (©@). Only 
morning ba n Seattle. Oldest in State. The 
biggest a: Able, alert, always ahead. 


WISOUNBIN. 
THE MILWAUKEE Adee oa es 
(@©), the only gold mark i mark daily 1 in Wisconsin. 


CANADA, 





tions America’s ieading newspapers mentions 
the New York HERALD 


AA TarM Taree ree ms 


THe HALIFAX HERALD (@@) and the EVEN: 
ING MAIL. Cireulation 15.508, fet re 
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Sanctum Talk 
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“ AY, Lirz, why don’t you save postage and stationery by cut- 
ting me off from your mailing list? You should realize the 
fact that I can’t advertise with you.” 

“I keep you on the list, Mr. Jeweler, because while there 
is Lire there is hope; because the constant precipitation of the pure 
water of common-sense will, in time, produce perforations in the 
toughest and most obstinate rock of prejudice.” 

“But surely, Lirz, you must see’—— 
“TI see very clearly that you are about to hand me a neat little 






area fow 
OW nore 
read the 






©). The 
rban rail. 
) week ly, 



















N.Y. package of bromides, and I assure you my system doesn’t need ’em. 
>). The I know the tale you were just about to unfold so well that I often 
4,000 pen repeat it in my sleep. Suppose, just for a change, that I give you 
_ a few plain predigested facts to assimilate. They will do you 
ot ae. good. . 
s repre. “You are a high-class, high-grade jeweler. Your purpose in life 
is not to swap glass beads for muskrat skins with the benighted 
hed 1874, heathen. Neither is it your business to market gen-yu-wine Bo- 
prod hemian diamonds the size of hen’s eggs for only $4.50 a peck. You 
A handle the best there is and charge as many prices as you dare. 
You are looking for the trade of people of means and you want it 
Groat badly. And yet you do not advertise in Lire! 
her “Now, Mr: Jeweler, just a little of the commonest kind of ob- 
een, servation will prove to\you that Lire has a marked influence on just 


the people to whom you expect to make the largest and easiest sales. 
It is often remarked to me, ‘You, yourself, do not realize what a 
wide and powerful influence your paper has.’ You will also note 
that Lire is always well thumbed and dogs’-eared—Lire is read 
through and thoroughly wherever it goes, by old and young. 

“It is a safe wager (for me) that you will not find a better list of 
desirable patrons than the people who read Lire. Owing to the 
make-up of the publication, your announcement could not fail to 
come to their attention. There is reading and illustration on nearly 
every page. 

“What more can you ask, Mr. Jeweler? All clean circulation with 
no waste, and every reader a possible customer for superior goods, 
regardiess of price.” 

“Well, Lire, I must admit that you have given me new light on 


























hest 
, the subject and a new viewpoint. I'll think it over very carefully.” 
“Do so, by all means, and don’t fail to look over the last few 
a numbers and see what good company you will be in when you come 
into Lrre’s columns. 
nly “Good-bye.” 
“4 Send order and copy to 






JOSIAH J. HAZEN, Manager Advertising Department 
Lire Pusuisuinc Co., 17 West 31st St., New York 
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SUMMER DULNESS||), 


PRINTERS INK is of the opinion that every ( 
advertiser does not spend all of July and August 
in the mountains or at the sea-shore or in Europe, 
preparatory to the Autumn campaign. The Little 
Schoolmaster believes that a few of them intend to 
devote part of the Summer season, at least, to laying 
plans which will put some vim, instil some life into 
this Autumn campaign, once it begins. 











Only a few of us can afford to stay away from 
work a// Summer. 


This belief of PRINTERS’ INK in the willingness 
and need of advertisers to make plans and select 
mediums in the Summer-time is so strong, that the 
publishers have decided to take this very occasion 
to reach out after new subscribers among advertising 
men who do not get the paper at present. A list of 
10,841 names of advertisers will be used for the pur- 
pose, and the campaign will extend over seven weeks, 
beginning with the issue of July 17, the forms of 
which close July 10. During these seven weeks more 
than 1,500 additional copies will be mailed each 
week. A letter will also be sent to each person on 
the list, in order to secure a subscription from him. 








PRINTERS INK is going 
to combat the. 
“Summer Dulness Evil.” 
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AutumnBusiness 


A manufacturer of slate roofs recently sold a large 
order to a leading University as a result of advertising 











2 i mM | 


ust which appeared last November. 

pe, Periodicals which circulate among the retailers of 
tle the wearing-apparel trades are now running advertise- 
™" ments of next Winter’s fashions, and maybe the fashions 
M of next Spring as well. 

“ There is a printing-press manufacturer in New 


York who used space in a trade paper for a whole year 
because he wanted to gain the attention of a single 
ym publisher who would not give him a personal inter- 
view. And at the end of the year he landed his man. 


Why should you, Mr. Publisher, take a vacation 


val all Summer long and then expect in the Autumn to 
ct gather in all the business? Advertising takes time to 
1e sink in; and during the next ten weeks important 
n decisions will be reached by advertisers regarding 
g mediums. 


Summer is a dull season, in the sense that new 


“4 contracts are not placed in large number; it is not dull 
ig for the advertiser, and it should of be dull for the 
S, publisher who is looking forward to September and 
yf October. 

e The seven issues of Printers’ Ink mentioned on 
h the previous page furnish an excellent cpportunity to 
'" talk to 10,841 advertisers in addition to regular readers 


of the paper. 


No advance in rates. Classified advertising, 20 
cents a line perinsertion. Display, $3 an inch, $10 a 
, quarter page, $20 a half page, $40 a page. For the 
seven insertions, multiply these prices by seven. 








PRINTERS’ INK, 


10 Spruce St., ; New York. | 
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Printers’ Ink. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers, 


Issued ev Wednesday. Subscription 

z= “ge “dollars. a year, one dollar for six 
eon receipt of five dollars four paid 
subscri me sent in at one time, will be put 
om ‘or oe ear each and a larger number 
at . Five cents a copy. Three 
dollars a S bundred. Being printed from stereo- 
type pl itis always ble to supply back 
numbers, i —— in lots of 500 or more, but in 
1 such cases e charge will be five dollars a 


———— — 

Advertisements 20 cen pear! measure, 

16 lines to the inch ( 8 200 hey tothe page ($40). 
ified selected by the 


~4 ver- 
granted, ouble price ae os 

on +> —- ae last y is repeated 

to come to! Zod one week 


year, may 
aioe at Ve — -t — “of he cavertiaes, 
or ra 
Two lines smallest advertisement taken. Six 
words make a line. 
“Everything. appearing as reading matter is in- 


All advertisements must be handed in one 
week in advance. 
OFFICE: No. ro SPRUCE ST. 
Telephone 4779 Cceckman. 
London Agent, F. W. Sears, 50-52 Ludgate Hill,E.C 





New York, June 19, 1907. 








’ Paul E. Derrick, 
Derrick's of London, is in 
Trip. America for a 
brief period, and last week made 
a call upon the Little School- 
master. In a letter which herald- 
ed his coming Mr. Derrick stated 
that he is “as full of information 
concerning the British market as 
a mince pie is of mystery,” and 
only a short conversation is need- 
ed to convince one of the accuracy 
of his assertion. 

“Many Americans meet with 
disaster when they attempt to en- 
ter the foreign market,” said Mr. 
Derrick, “merely because they do 
not know the different conditions 
existing abroad. They go on the 
assumption that the problem is 
like the home problem, when, as 
a matter of fact, the foreign mar- 
ket must be studied at close 
range, under the guidance, pre- 
ferably, of persons who are in the 
business of watching and weigh- 
ing conditions. A number of 
Americans are going over this 
summer to study the situation 
first hand, and the ideal way 
would be for all American manu- 
facturers to learn in like manner 
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of the immense foreign field. But 
most of them will give the sub- 
ject no thought until a period of 
depression comes at home, and 
then-the mistaken selling cam- 
paigns’ will begin again in foreign 
countries, 

“T .am_ telling Americans that 
they ought to get into the wider 
field for two chief reasons: The 
first of these is because the pros- 
perous conditions of this country 
cannot always continue, and when 
they are followed by dull times, 
an active foreign market will be 
devoutly desired; the second 
reason, especially if the British 
market is the one which is suc- 
cessfully entered, is that the doors 
of the whole world will be open- 
ed, once the start is made. Eng- 
lish houses have reached their 
present position after scores and 
hundreds of years of develop- 
ment. They have. branches all 
over the globe which they supply. 
And they are not. prejudiced 
against American goods. They 
will furnish them if these branches 
request it, and they will recom- 
mend them if American goods 
can be sold at a lower price or 
with a larger margin of proit 
than those of home manufacture. 

“The colonies have their news- 
papers, but they depend on Britain 
for their periodical literature, and 
if American advertising goes in 
British periodicals, orders from 
the colonies will begin to flow in. 

“The American manufacturers 
who met in Washington a few 
months ago agreed, that the time 
for securing the foreign market 
is now. So I believe that in a 
sense the psychological moment 
was chosen for issuing my British 
Report. The book has already 
led to an expression of interest 
by several American houses.” 


THE customer, like the cred- 
itor, has a good memory. He 
won't forget how he has been 
treated. 


THe right medium gives you 
willing and interested hearers, In 
the wrong one the seed falls 
among thistles or on stony ground. 
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THE test of an advertisement is 
the performance that follows it. 


An advertisement does its best 
work when the advertiser 
good” its promises. 


“makes 


AN advertisement that is not 
verbose and that is absolutely 
readable, is never skimmed and 
is rarely skipped. 


“Too MucH talk and no cider” 
was the way our grandfathers de- 
scribed volubility that was never 
followed by performance. 


Tue carefulness with which a 
successful angler selects his flies 
before he throws his line for trout 
is instructive. Nothing that is 
unnatural, or that differs from 
things as they are, does he toler- 
ate. Just as much care should 
be given to the lines you throw 
forth in an advertisement. 


THE paid advertising in the 
Memphis News-Scimitar during 
the month of May, 1907, showed 
a gain over May, 1906, of 41,706 
lines. That the gain in space is 
steady and consistent is shown 
by the fact that the month of May 
as compared with April of this 
year showed a ‘gain of 58,016 
lines. 


THe German American Adver- 
tising Agency, Mint Arcade, Phil- 
adelphia, incorporated June st, 
has ‘secured among other con- 
tracts the following accounts: 
Hotel Roanoke, Atlantic. City; 
The Knox Motor Car Co.; The 
Penn Auto Co.; Safety Electric 
Railway Co.; Thomas B. Jefferies 
(Rambler Autos); Schiller Hotel, 
Philadelphia; Gibney’s Continent- 
al Tires; Sea Isle City Real Es- 
tate Co.; Campbell's Rheumatic 
Ointment and the Leon W. 
Pullen Co., Electric Batteries. 
Most of these appropriations will 
be placed in dailies of large cir- 
culation throughout the country. 
The agency also has added a 
European advertising department, 
and has made arrangements to be 
represented in the largest cities 
on the Continent. 
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THE advertising of the Stetson 
Shoe is going out in New York 
City dailies through the Frank 
Presbrey Company. 


J. E. Fawcett, who has for the 
past five years been business 
manager of the Earlington, Ky., 
Bee, has recently purchased a 
one-third interest in the Hustler 
Publishing Company of Madison- 
ville, Ky., and is now business 
manager of the daily and semi- 
weekly Hustler. 


Tue Madison Square Publish- 
ing Company, New York, will is- 
sue the first number of its month- 
ly magazine about August 25th. 
It will be profusely illustrated in 
color, and will cost a dollar a 
year, The first issue will exceed 
200,000 copies. No name has been 
decided on as yet, 


Tue Oregon Journal, of Port- 
land, has just supplied the editor 
of Rowell’s American Newspaper 
Directory with a detailed state- 
ment of copies printed by its semi- 
weekly edition for 1906, showing 
an average issue of 9,061 ‘during 
the period. This is a gain of 
over thirty per cent upon 1905. 
The average issue for the first 
four months of 1907 was 10,049, 
and during May these figures had 
increased to 10,472. 


Carriers and agents of the 
Cleveland News to the number of 
820, and newsboys to the number 
of 2,850, were given a picnic by 
the News at Luna Park, Cleve- 
land, on June 8th. The Chand- 
ler and Rudd Company of Cleve- 
land put up 3,000 box lunches, 
and at the park dinner was served 
to agents and carriers, presided 
over by Charles A. Otis, publisher 
of the paper. Every attraction in 
the park was thrown open to the 
visitors. Twenty-eight street 
cars conveyed the crowd from the 
News office to the park and back 
to the Public Square. The first 
cars arrived at the park at eight 
o'clock and the picnic was over at 
1.30, in time for the boys to get 
back to take out the regular Home 
Edition of the News. 
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SEVERAL changes in the rate 
card of the New York Times be- 
came effective June Ist. 


THE Fort Collins, Colorado, 
Express now publishes a morning 
edition as well as the weekly. 





Tue Manufacturers’ and Mer- 
chants’ Association of Kansas 
City has recommended that a fund 
of $100,000 or more be raised to 
advertise the city. 


THe Chicago Chronicle sus- 
pended publication on June st. 
The paper was credited in 
Rowell’s American Newspaper 
Directory with an average issue in 
excess of 20,000 copies. 








THERE are many, many weekly 
publications which have a larger 
sale than Life, but there is none 
this side of the Atlantic whose 
humor is so refreshing and whose 
satire is so wholesome. One can 
read Life from cover to cover, 
and when it is laid down there 
is no lingering bad taste in the 
mouth. 








Success Magazine does not, as 
some suppose, endeavor to teach 
young men how to succeed in life, 
nor is it in any sense whatever a 
juvenile publication. It is a home 
magazine of general circulation 
and interest, appealing almost 
equally to the men and the 
women—it is built on strong, 
broad, conservative lines—it aims 
to raise the standards of Ameri- 
can national life and the Ameri- 
can home.—Frederick L. Colver. 

According to the 

Largest latest edition of 
Farm Weekly. Rowell’s Amer- 
ican Newspaper Directory, the 
weekly agricultural paper which 
prints more copies than any other 
in the country is Up-to-Date 
Farming, of Indianapolis, which 
now claims 200,000 for each issue, 
Early this month the paper pro- 
moted a convention of farmers 
at Omaha, to make plans for 
financing the 1907 wheat crop on 
the farm instead of “dumping” 
it and letting others hold for 
higher prices. 


Cartes H. May has purchased 
the entire minority stock holdings 


of the Herald-Transcript Com- 
pany, Peoria, Ill, from H. M. 
Pindell and others. This gives 


Charles H. May and his asso. 
ciates the entire stock in the pa- 
per. - 





THe People’s United States 
Bank, of which E. G. Lewis, of 
St. Louis was president, has 
brought suit for $750,000, alleging 
libel, from the Pulitzer Publish- 
ing Company, publishers of the 
Fost-Dispatch of that city, James 
L. Stice, assistant postmaster, 
Robert M. Fulton and William 
T. Sullivan, postoffice inspectors, 








THE new Clover Leaf paper in 
Duluth begins publication _ this 
month. Oscar E. Knisely, form- 
erly of Columbus, Ohio, will 
manage the paper, and John 
Stone Pardee will be editor, leav- 
ing the St. Joseph Star. Olive P. 
Newman, editor of the Sioux City 
News, takes Mr. Pardee’s chair 
in St. Joseph. Frank R. Wilson, 
city editor of the Sioux City 
News, becomes managing editor, 
and W. S. Bowers, at present 
with the Des Moines Register aid 
Leader, is made City editor of 
the Sioux City News. The new 
Duluth paper will be called the 
Star, 
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“WatcH Worps” is the name 
of the house organ of Rober! H. 
Ingersoll & Brother, maker, of 
Ingersoll watches. It is issued in 
pamphlet form, but often contains 

matter pertaining to advertising 
which is unusually interesting. 





GOVERNOR HUGHES, on June II, 
signed a bill providing that after 
July I newspapers, magazines and 
other periodicals shall print upon 
the cover or editorial page the 
full name and address of the 
owners or proprietors or the 
name of the publishing corpora- 
tion with the address of the prin- 
cipal place of business, and the 
names and addresses of the presi- 
dent, secretary and treasurer. 








Farming, the youngest of the 
four publications issued by 
Doubleday, Page & Company, is 
to be combined with Garden 
Magazine August first. It is to 
be regretted that farmers have 
believed, apparently, that the 
magazine shot over their heads. 
In the future Garden Magazine 
will contain some of the agricult- 
ural features which were deemed 
valuable in Farming, in addition 
to the regular horticultural de- 
partments. The list of subscrib- 
ers of Garden .Magaszine will be 
substantially increased with the 
discontinuance of the other peri- 
odical. 








Tue schoolboys and girls of 
Cleveland are taking lively inter- 
est in the Shetland Pony Contest 
being conducted by the Cleveland 
News. The paper is giving away 
five complete outfits, including 
pony, four-wheeled wagon and 
harness.” A number of Cleveland 
merchants are vying with one an- 
other for the privilege of exhibit- 
ing a pony outfit in their show 
window. Keith’s Theater called 
for one of the outfits to be used 
in the matinee performances of 
Buster Brown. ‘The ponies visit 
the various schools in charge of 
uniformed drivers, and during 
the recess period a representative 
explains the contest to the chil- 
dren. The outfits will be awarded 
to the winners on July toth. 


The average business man has 
trained himself to throw away all 
of the advertising matter he re- 
ceives, except the things which he 
requires for future reference and 
the things which appeal to him so 
strongly that he has not the heart 
to part with them. 


He knows from experience how 
such things accumulate and in- 
stinctively wheels his chair around 
so that he faces the waste basket 
when he opens his mail. 


It is pretty safe to say that nine 
men out of ten throw away nine- 
tenths of all advertising matter 
that comes to them. ‘The only 
way in which you can make it 
sure that your advertising does 
not meet that fate is to put things 
into it which your prospective cus- 
tomers will want to keep for 
future guidance, or to print it in 
such a way that nine out of ten 
will admire it, keep it and prize 
it. It is a very good plan to do 
both. 


A book or catalogue with things 
in it that your customer really 
wants to read, printed in a way 
that pleases him and impresses 
him so much that he is actually 
afraid somebody will steal it 
away from him, is a combination 
which cannot be beaten. 

* * * 


In printing we have no rules 
except good taste and good judg- 
ment. We produce printed mat- 
ter that absolutely refuses to be 
thrown away for the reason that 
it shows thought,. study, origin- 
ality and peculiar fitness to the 
purpose for which it is intended. 
The man who gets hold of it not 
only knows that it is good, but 
realizes that it is particularly and 
peculiarly good for the business 
to which it is devoted. 

Let us consult with you on the 
subject of your printing. 

Address me personally. 

GerorcE ETHRIDGE, 


THE ETHRIDGE COMPANY, 
No. 41 Union Square, 
’Phones 4847-8 Stuyvesant. 
New York City. 
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CIRCULATION MANAGERS 
SWAP EXPERIENCES. 





THE ETERNAL QUESTION—HOW TO 
GET SUBSCRIBERS AND HOW TO 
KEEP THEM-—-AGAIN DISCUSSED 
AT THE ANNUAL CONVENTION OF 
THE NATIONAL MANAGERS OF 
NEWSPAPER CIRCULATION, 





The problem of how to secure 
subscribers for a newspaper and 
how to keep them was discussed 
in all its phases at Milwaukee on 
June 4, 5 and 6. This was the 
date set for the ninth annual con- 
vention of the National Associa- 
tion of Managers of Newspaper 
Circulation. Three score news- 
paper circulation managers, from 
all parts of the United States and 
Canada, attended the meetings of 
the association, which were hel 
in the convention hall of the Hotel 
Pfister. The total membership of 
the association is now 190. The 
fact that less than a third of the 
members attended the conven- 
tion this year was explained by an 
officer of the association who 
said: “Last year we had a big at- 
tendance because we all traveled 
on passes. This year no passes 
were to be had and the attend- 
ance fell off in consequence. 
However, what we lacked in num- 
bers we have made up in enthus- 
iasm, and so far as practical bene- 
fits derived from these annual ex- 
perience meetings is concerned 
the present convention has. been 
the most successful of any we 
have ever held.” 

Among the subjects discussed 
none aroused more interest or 
brought forth so many conflicting 
opinions as the question of house 
delivery in large cities. The dis- 
cussion of this topic was lead by 
R. L. M’Lean of the Philadelphia 
Bulletin, The points touched upon 
were whether carriers handling 
all papers should be employed, or 
whether each paper should con- 
trol its own carriers, and if the 
latter, should the carriers be paid 
a salary by the newspaper and 
controlled like any other em- 
ployee, or should they own their 
own routes, make their own col- 
lections, and be held responsible 
by the newspaper for efficient ser- 


vice only. The opinions - evoked 
by this discussion were valuable, 
principally because they demon- 
strated that the subject was one 
to. which now fixed rules could be 
applied. Local conditions are so 
important a factor that each cir- 
culation manager must solve the 
problem for himself according to 
the conditions existing in his own 
city. , 

The question as to whether 
voting contests are good circula- 
tion builders or not was discussed 
and the general opinion seemed 
to be that theyare. G. E. John- 
son, who recently escorted forty 
Kentucky belles through Europe 
as a result of a> voting contest 
held by the Louisville Courier- 
Journal, was enthusiastic in his 
advocacy of contests of this. kind. 

Discussion on the question: /s 
It Best to Keep Road -Men in the 
Same Territory all the Time, or 
Change Them About, was lead by 
E. B. Reynolds, of Winnipeg, Can- 
ada. The conclusion arrived at was 
that the best results would be ob- 
tained by keeping men in the ter- 
ritory with which they were most 
familiar. Discussion of The Best 
Method of Holding Subscribers 
was lead by D. M.. Beardsley of 
the Chicago Inter Ocean. Num- 
erous suggestions were made dur- 
ing the progress of this discus- 
sion, the most practical of which, 
as well as the briefest was—Have 
the best paper. 

“Is a 3-Cent Sunday Paper 
without a Colored Supplement a 
Better Circulation Getter than a 
5-Cent Sunday Edition with 
One?” was the question pro- 
pounded by G. H. Reynolds of 
the New Bedford (Mass.) Stand- 
ard. The verdict of the conven- 
tion was in favor of the 5-cent 
paper with supplement. Among 
the other topics discussed were: 
How to Create Enthusiasm 
Among Dealers and Out-of-Town 
Carriers, by Al Zimmerman of 
the New York World; How to 
Increase Circulation without Em- 


ploying Premiums, b oe A, 
Johnson of the Springfield 
(Mass.) Republican; How to 


Push Street Sales of a 1-Cent 
Paper in a Medium-Sized Town, 
by C. M. Welch, of the Syracuse 
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(N. Y.) Journal; Value of Sys- 
tematic Canvassing and Pre- 
miums, by Emil Scholz of the 
Philadelphia Press. 

Talks on the benefits to be de- 
rived by “get-together meetings” 
and from membership in the Na- 
tional Association of Managers of 
Newspaper Circulation, were giv- 
en by F. E. Murphy of the Min- 
neapolis Tribune and D. B. G. 
Rose of the Louisville Post. 
Frank L. Frugone, treasurer and 


general manager of the New 
York Italian daily—Bollettino 
della Sera—told How American 
Papers Can Get Circulation 
Among the Two Million Italians 
in America. _ Signor Frugone’s 
paper was in effect an impas- 


sioned plea for fairer treatment 
of the Italian people in the news 
columns of American papers. He 
said that Italy had its criminal 
class, in common with other na- 
tions, but the vast majority of 
Italians who migrate to this 
country are hard-working, law- 
abiding people. He deprecated 
the tendency to lay every mys- 
terious crime to Italian secret so- 
cieties, and called attention to the 
fact that while the doings of the 
political, mercantile and_ scien- 
tific worlds of France, Germany 
and other European nations are 
fairly covered by the American 
press, one seldom sees in an Amer- 
ican mewspaper any account of 
what Italians are doing. In con- 
clusion he playfully reminded his 
listeners that if it had not been 
for an Italian—one Christopher 
Columbus—there would have been 
no American newspapers. 

One of the most interesting 
features of the convention was an 
impromptu talk given by A. J. 
Aikens, publisher of the Evening 
Wisconsin, of Milwaukee. Mr. 
Aikens related some of his own 
experiences in hustling for sub- 
scribers when he conducted a little 
country paper in the Berkshire 
Hills prior to the Civil War. 

The last day of the convention 
was devoted to the election of 
officers for the ensuing year. D. 
B. G. Rose, of the Louisville Post 
was elected president, succeeding 
W. J. Darby, of the Mail and 


Empire, of Toronto. F. M. Dowd, 
of the Washington Post, was ad- 
vanced from second vice-presi- 
dent to the position of first vice- 
president, the office formerly held 
by the newly elected president, 
Mr. Rose. The election for sec- 
ond vice-president developed a 
very pretty contest between Al- 
fred Zimmerman of the New York 
World and F. E. Murphy of the 
Minneapolis Tribune, Mr. Zim- 
merman winning out on the third 
ballot. J. L. Boeshans, of The 
Georgian, of Atlanta, was re- 
elected secretary and treasurer. 
The following new directors were 
also elected. D. M. Beardsley, of 
the Chicago Inter Ocean; W. L. 
Argue, of the Toronto Star; F. 
E. Murphy, of the Minneapolis 
Tribune, and H. Solomon of the 
Milwaukee Free Press. 

The next convention of the as- 
sociation will be held at Phila- 
delphia, June 2, 1908. 





GETTING LOCAL AGENTS. 

There are four ways which may be 
depended upon to secure a line of 
agents for a mail-order agency proposi- 
tion without the danger of waste or 
failure. One is by advertising in the 
want columns of daily papers. This 
produces a large number of inquiries, 
many of which are comparatively worth- 
less. For some classes of propositions, 
however, this is the best method. An- 
other is by advertising in those class 
publications which reach agents, street 
men, canvassers, hustlers, mail-order 
dealers, schemers and others of this 
class. The advertisements in such pa- 
ong do not bring such a generous num- 
er of replies, but in the main the in- 
quiries thus produced are of a better 
= than those produced by the 
ailies. Another plan’ which may be 
used effectively sometimes is citeularia- 
ing lists of names of those known to 
interested in agency work, Unless this 
plan is intelligently handled it is likel 
to prove very expensive and wasteful. 
If names can be procured from reliable 
sources, however, and the literature sent 
out is of good quality, well written and 
nicely printed, a good list of agents 
can sometimes be secured. The fourth 
method is by advertising in the regular 
mail-order monthlies and weeklies, de- 
panes upon their tremendous circu- 
ation to reach in the aggregate enough 
interested people to develop a satisfac- 
tory number of inquiries. The last- 
named method is perhaps the most gen- 
erally used for ordinary propositions 
and therefore it must be concluded that 
it is the best plan. It requires a con- 
siderable outlay in many cases to do 
enough of this kind of advertising to 
build up a list of names of any conse- 
quence.— Advertising. 
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SAVINGS ARGUMENTS FOR 
BUSINESS MEN. 


TIME THE SAVINGS IDEA WAS TAKEN 
OUT OF THE KINDERGARTEN RUT 
AND APPLIED TO THE ADVERTIS- 
ING OF COMMERCIAL BANKS— 
HOW TO TALK TO THE MAN ON 
SALARY OR COMMISSION WHO 
MIGHT SAVE HUNDREDS OF DOL- 
LARS ANNUALLY. 


One common note characterizes 
most of the savings arguments 
used by banks and trust compan- 
ies—they all seem adapted to the 
wage-earner and dime hoarder. 

Isn't it possible to put out sav- 
ings plans that will appeal to the 
salaried man—savings plans de 
luxe? 

Here is such a plan embodied 
in an address lately made to the 
traveling salesmen of the Nation- 
al Cash Register Company by 
Hugh Chalmers, the company’s 
vice-president and general mana- 
ger. “Saving Money” was Mr. 
Chalmer’s topic, and he adapted 
his talk to men who work for the 
company on commission, making 
good incomes, for the most part. 


His talk, with a little shaping to 
fit circumstances, would make ex- 
cellent literature for a bank as it 


stands. He said, in part: 


Every man connected with our sell- 
ing force ought to give himself a sav- 
+ ing quota, just as we give him a sell- 
ing quota. 

Our business is too hard a business, 
and requires too much mental and phy- 
sical effort for a man not to save 
money out of it, 

You ought not to carry those trunks, 
and that baggage, and ride over the 
country day and night, for a mere 
living. I can name you a dozen busi- 
nesses where you can make a_ living 
much more easily than this. But if 
you are looking for the one chance of 
our life to accumulate dollars, you 
ave it in this business. 

Save your money—save all you can. 
Five thousand dollars a year is not too 
much for some of you to save. I 
know when I had an agency for five 
years there was not a year that I did 
not save $5,000, and I had only a one- 
man territory to do it in. 

If there is a man selling our goods 
who cannot save at least $2,000 a year, 
let him look for some other business. 
This may sound harsh to you, but it is 
right. Yt depends largely on you 
whether vou are going to do this or not. 
If you live up to $5,000 a year you 
cannot save $2,000. 

It is none of our business how you 
live, but I want to see you save money. 
I would not carry those trunks six 
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days a week unless I could save money 
and get more than a living out of it. 

If the company should give to cach 
man in our selling force $50,000 in 
preferred stock, it would give him an 
income of $2,500 annually, for this 
stock ‘is now netting five per cent. 

We cannot give away this stock. 
course, but I will tell you how 
one of you can make $2,500 more tia 
you -did last year. 

ag you average sixty point: a 

month. At that figure you have made 
expenses and perhaps a fair living. 
What you earn above that is your «wn 
profit. Forty points more’ mens 
the difference between a mere living 
and making money. 
__ Now, don’t think for a minute that 
if ing don’t get forty points more it 
makes a great difference to us, because 
it doesn’t. This company 
50,000 points every month from all 
over the world. Your little forty 
points less does not amount to any- 
thing to us. But what does it mean 
to you? 

If you are working on a twenty per 
cent basis it means over $200 per 
month to you. If you are working on 
a twenty-five per cent basis it means 
$250 a month. If it is a thirty per 
cent basis, it means $300 a month. lf 
it is a thirty-five per cent basis, it 
means $350 a month. 

It doesn’t make a great deal of dif- 
ference to us whether, we get those 
forty points from any individual sales- 
man, but it means something to you. 
It means the difference between a mere 
living and saving money. 

Are you going to give yourself the 
equivalent. of $50,000 preferred stock 
in this company? It is for you to 
say Yes or No. 

I am glad that your wives are pres- 
ent this afternoon to hear this talk. 
I want them to know -that you m:n 
can earn from $2,5v0 to $3,500 more 
a year than you are now earning. | 
want them to know this so that thy 
can help you in every way that thy 
can; so that they will keep from y:1 
the little troubles at home that bot!:r 
them, so that you can have all your 
time and attention for your more 
portant business matters. 

I want to tell them “this so that they 
will not be wanting you to go home 
during the week unnecessarily, be- 
cause it is more important for you to 
spend the entire week out in y 
territory: 

Every man should spend Saturiay 
evening and Sunday at home. Very 
few of the territories are too large to 
admit of a man’s going home over 
Sunday. I think, however, that it is 
better for the wife to allow you to le 
away during the entire week for a few 
years so that you can accumulate some- 
thing and get ahead in the world, 
that you can live better, do more fc: 
your children, and acquire a comp¢ 
tence for a comfortable old age or th: 
proverbial “rainy day.” 


Now, this is large-scale saving 
talk. It is not addressed to the 
wage-earner at all, but to the man 
of income from $5,000 upward. 
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Whether put in the hands of the 
man who makes that much on 
salary, or out of commissions, or 
from his own business, it would 
command respect and probably 
lead to serious thought, just be- 
cause it is upon a large scale, and 
because men of that character 
can see the business sense of the 
argu.nents. 

If it pays a bank to talk to fac- 
tory people about saving dimes, 
it woula also pay to put out talks 
along this line, both as direct lit- 
erature to salaried men, mer- 
chants, manufacturers, agents on 
commission, etc, and to the pub- 
lic at large through newspaper 
advertising. It would pay to 
work out definite schemes of sav- 
ing for such men just as it pays 
to show the wage-earner how a 
dollar a month put by at four per 
cent compound interest comes to 
such-and-such totals in five, ten 
and twenty years. 

Mr. Chalmers wound up his 
talk by throwing onto a screen 
this record-sheet, which he used 
himself while a selling agent for 
the National Cash Register Com- 
pany: 


This sheet, as will be seen, has 
a line for each day in the month, 
and is divided into an expense col- 
umn and a profit column. The 
expenses of his office and house- 
hold were about $300 a’ month, 
and he used to bend every effort 
to make enough sales by the 12th 
of each month to cover that fixed 
expense with commissions. When 
$300 had been earned his ex- 
penses were cleared, so that all 
sales after that were put down in 
the “Profit” column, and could be 
used for luxuries or put away for 
a rainy day. The plan had two 
advantages, he says. First, it 
started him working very hard 
from the beginning of each month 
to clear his expenses, because the 
sooner he could dispose of this 
fixed charge the sooner he might 
begin to make “velvet” money for 
himself. Second, when the last 
of the month began to loom in 
sight, he worked hard too, be- 
cause every sale closed before the 
final day was profit, whereas those 
that held over until the first went 
into expenses. 

This plan was one of the aids 
in the progress of a man who is 
to-day a high salaried executive 


in a large industrial corporation. 


As such, it has human interest 
for every man in business, and 
commands respect. For that rea- 
son, no bank or trust company 
need fear that it is assuming 
paternal functions in sending such 
a plan out to the class of men 
who can appreciate it, or in de- 
vising similar plans on its own 
account and sending them out. It 
is time that the savings propa- 
ganda of the banks rose from the 
penny basis, and time for the 
commercial bank to go after new 
business on the saving principle. 


Tue Vagabond is a magazine edited 
by Everett Lloyd of Seattle, Wash. It 
is “published anywhere, as soon as the 
editor can get there from somewhere 
else.” Mr. Lloyd will visit over sixty 
cities in the United States, Cuba, Can- 
ada and Mexico. We have heard 
nothing about the closing of the ad- 
vertising forms.—Star onthly Sol- 
icitor. 


“HEAVEN helps the man who helps 
himself,” is a poor motto to put over 
the cash drawer. —Exchange. 





34 
COLOR IN THE STORE. 


In fitting up a store, it is good 
business to work out a color com- 
bination that will be simple, har- 
monious and pleasing. ‘lwo ways 
of doing this are shown by the 
Haberdasher in an article on color 
schemes, with two charts. One 
way is to work with different 
tones of the same colors. The 
other. is to employ colors that 
form pleasing contrasts. 

“The color chosen for the side 
wall controls the colors to be used 
on the ceiling and on the floor. 
Starting always with the color of 
the side wall as the basis, the 
tones of color become lighter in 
the border, frieze and cornice, or 
any of them, on up to the center 
of the ceiling, where the lightest 
tones should be, to make the shop 
look brighter and give the ceiling 
the effect of greater altitude. As 
the tones of color should get 
lighter toward the center of the 
ceiling, so also they should get 
darker toward the center of the 
floor. The colors’ of the wood- 
work should always be subdued, 
and of a grayish tone. A pro- 
nounced color for the woodwork 
shows very poor taste. 

“Let us take, for example, a shop 
with green for the predominat- 
ing color in the side walls. Ifthe 
room is to be finished in colors 
that are contrasted, the floor or 
floor covering should be a dark 
green, preferably an olive shade; 
the baseboard, doors, shelves and 
moldings should be a dark mis- 
sion finish, and the wainscoting 
should be of a reddish tone, such 
as mahogany or a mahogany 
stain. The chairs, counters and 
showcase woodwork should be of 
a grayish green color, and the 
curtains a dark green. A border 
done in a grayish red tone, a cor- 
nice in pale green, and a ceiling in 
white, gray or palest pink, com- 
plete a decorative color scheme 
that is at once simple, pleasing and 
harmonious. 

“The darker the ceiling the 
heavier it looks and the nearer to 
the floor it seems, giving the shop 
a squatty appearance. If a hard 
wood floor or a wooden carpet is 
used, simplicity should here also 
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determine the color of the wood 
and the pattern. A solid field of 
one color is preferable, and the 
border should not be too pro- 
nounced in design and color, but 
some combination like oak and 
dark: oak, or oak maple and dark 
oak, ‘or perhaps oak, walnut and 
dark oak. 

“All authorities agree that ouk 
is the best adapted for all in- 
terior finish, woodwork and floors, 
Oak has rightly been called the 
‘King of Woods.’ It may be 
finished in many different shades 
by different treatments. There are 
|| CORRECT DECORATIVE CHART of CONTRASTED COLORS | 
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two finishes generally used on 
oak; either a varnish finish, which 
may be left in the gloss, but which 
is generally rubbed to an eggshell 
finish, or the flat mission or waxed 
effects that have proved so popu- 
lar. In the first of these two, the 
varnish finish, the antique golden 
oak and the natural oak finishes 
are frequently used for shop 
woodwork. In the flat or waxed 
weathered or Flemish oak effects, 
many rich tones may be found, 
such as weathered oak, light 
weathered oak, Flemish oak, green 
weathered oak and brown oak. 
“In rooms with southern ex- 
posure, where blue predominates 
in the wall paper, the yellow- 
brown tones of oak furnish a very 
pleasing contrast for the wood- 
work. Mahogany or stained ma- 
hogany effects are found in many 
shades and are especially suited 
for the woodwork in a room 
where green is the principal color 
in the wall decorations. The 
grayish-brown effects of walnut 
woodwork harmonize well with 
almost any colors. Birch and 
cherry are adaptable to an endless 
variety of finishes, especially nat- 
ural effects and stained mahog- 
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bny treatments. Ash and chest- 
ut are frequently used for me- 
dium-priced interior woodwork, 
and many good effects are ob- 
tainable, especially with the vari- 
ous oak stains. The natural finish 
in maple. or the soft gray result 
«cured by using a gray stain 
makes a treatment that is adapt- 
able to many pleasing decorative 
schemes. Pine and cypress are 
less expensive than the harder 
woods, but they may be treated 
very successfully with various 
stains; for example, oak, mahog- 
any and walnut. 
“In choosing the decorative 
scheme for the shop it should al- 
ways be remembered that a north- 
em exposure gives a deficiency of 
sunlight, which should be allowed 
for by the use of brighter colors 
in the decorations. For this pur- 
pose the use of red, yellow and 
orange, the warm, bright colors, 
are especially adapted. If the 
shop faces the south, however, 
there is so much sunlight gen- 
erally that such cold colors as the 
various shades and tints of vio- 
let, blue and green should pre- 
dominate in the color scheme. In 
most shops facing the west, the 


























DECORATIVE CHART of ANALOGOUS or RELATED COLORS. 
WALL 
Orange 


Russet | Russet 


Violet 


Violet 
State 


Green 


cold colors should again be the 
principal colors. A great many 
shops with eastern exposure, how- 
ever, are deficient in sunlight, 
especially during the short winter 
afternoons, and the warm, bright 


yellow, orange and red_ color 
schemes brighten up an otherwise 
gloomy shop. 


“Whatever the decorative scheme, 
however, there is one word that 
should serve as a guide in the 
decoration of every haberdasher 
shop, and that one word is sim- 
plicity. Many merchants err in 
going to extremes of elaborate- 
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ness. The notion prevails in 
some men’s minds that the showy 
thing impresses the people. But 
you will invariably find that the 
substantial buying element, the 
class every merchant is eager to 
win, is adversely affected by glit- 
tering embellishments. The truest 
richness and elegance is in sim- 
plicity. Very frequently people who 
have had little experience in 
choosing wall papers will be led 
by the person from whom they 
are buying to decide upon a bold 
pattern with an abundance of 
silver or gilt, taking his word for 
it that it’s new, or popular, or 
something else. After all, though, 
the plain solid colors are the most 
pleasing in appearance, and it is 
especially ill-advised to use pat- 
tern paper in the shop.” 





HOW DEPARTMENT STORE ADS 
ARE SET UP. 


Chicago prints the best-looking daily 
newspapers in the country. The adver- 
fisins departments of the Tribune, 

aily News and American are mam- 
moth industries in themselves, while 
the Record Herald, Journal, Post, Inter 
Ocean and Chronicle, although not as 
large, are none the fess important ad- 
juncts to those sheets. The first-named 
three papers Bay ovvnee set the pace 
in styles of ads, because nearly all the 
copy in those three offices is furnished 
in manuscript form. No one can ap- 

reciate the work necessary to trans- 
‘orm the bundles of copy sent to ad- 
rooms into the neat, tasty ads as they 
appear in the paper, unless actively en- 
gaged therein. Some of the advertis- 
ing men in the department stores are 
notorious for the slovenly copy they 
furnish. One of them apparently takes 
his copy from waste baskets. Calendar 
pads, scraps of manila, white paper, old 
envelopes or wall paper are all grist 
that comes to his mill. Others furnish 
typewritten copy, but by the time the 
interlineations, scratches and _ substi- 
tutes are all recorded the problem is 
nearly as exasperating. The composi- 
tor may receive a bundle of copy that 
looks as though it would cover a page 
of the paper, but when reduced to type 
the wonder is how so much paper could 
be used to produce such a small chunk 
of matter. The advertiser usually = 
two proofs of his ads, once in galley 
form and again made up. Many ads 
are practically reset once, if not twice, 
before satisfactory to the advertiser, 
and some of them never do get 
through. More time is often spent in 
changes than in the original composi- 
tion, One manager of a dry goods 
house known throughout the world re- 
cently sent in a lot of changes after 
the last form had gone to press and 
the paper _was on the street.—Typo- 
graphical Journal. 
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HEALER OF MEN. 


Is it imagination? 

Or can it be true that the por- 
traits and claims of a certain 
prosperous school of practitioners 
are to-day disappearing from 
daily newspapers? As one goes 
through a pile of representative 
dailies from all parts of the coun- 
try, he fancies that this variety of 
advertising is shrinking in vol- 
ume. In the majority of news- 
papers it is now missing alto- 
gether, while even in those that 
are still identified with it, the 
practitioner’s language is restrict- 
ed. The sinister name of a cer- 
tain zymotic disease is now dis- 
guised as “blood poison,” and 
other changes in text show the 
pressure that is being brought up- 
on publishers by advertisers with 
clean commercial propositions, 

Old Reliable Doctor Blank! 

His electrotype portrait, worn 
down below the copper by years 
of use, now shows how long he 








MEN 


has been established. A _ special- 








ist of national reputation and 
years of experience. Discoverer 
of original remedies unknown to 
scientists. | Solver of problems 
that have baffled previous gener- 
ations. He can make you strong. 
He promises only what he is able 
to perform. Call at his office, 
which is equipped with every mod- 
ern appliance. Consulation free 
and confidential. 

The Old Doctor has long been 
a producer of revenue for the 
publishers, and in that capacity 
has rather obscured his other 
function as a killer of revenue. 
But in the latter he is most po- 
tent, beyond doubt. Many a 
solicitor has called upon banks 
and trust companies to ask for 
business running in rival papers. 
When he didn’t get it he set down 
as the reason for refusal the con- 
servatism of bankers, and their 
* prejudice in favor of the dry-as- 
dust newspapers they read them- 


RS’ INK. 


selves. But the real reason was 
Old Reliable Doctor Blank. 

Magazines are filled with thou. 
sands of dollars’ worth of clean 
commercial business. The news- 
paper publisher says, in his soul, 
that some form of madness inust 
lead careful business men to spend 
money for publicity that costs 
more than his own space. But 
oné reason for the magazines’ at. 
tractiveness is—the absence of 
OW Reliable Doctor Blank. 

If a chain is as strong as its 
weakest link, an advertising me- 
dium is as strong as its worst ad- 
vertisement, and no more. A 
newspaper may carry the full- 
page announcements of the lead- 
ing department stores, and hiave 
representative financial, book, 
educational and commercial busi. 
ness. Yet if the Old Doctor oc- 
cupies space here and _ there 
throughout its pages, he lowers 
moral tone for~ both the reader 
and the advertiser. The latter 
may take space, and the reader 
may respond to _ advertisements. 
But as long as the Old Doctor is 
present, there will be a certain 
silent minority of both readers 
and advertisers who do not fec! 
confidence in the advertisements 
in that paper or willing to appear 
in its pages. Certain publishers— 
happily their number is growing 
smaller every day—have been 
obsessed by the thought of losing 
the Old Doctor’s revenue. ‘They 
figure that his money is as good 
as anybody’s. And-it is. But the 
money of this silent majority, and 
its faith as an asset in the good- 
will of the paper, are better than 
the Old Doctor’s.. Each dollar is 
equal, It has a hundred cents. 
But the number of the silent ma- 
jority’s dollar is greater, 

Every few months some news- 
paper publisher wakes up to this 
truth, and the eminent practi- 
tioner has one medium the less. 
He has been with us a long time. 
But now he really seems to be 
going. The sooner he disappears 
the better, for his room is needed. 

————_+99————— 

Most men are paid what they 
are worth, but few are paid what 
they think they are worth.— Svar 
Monthly Solicitor. 
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The Star Galaxy. 


In the 1907 issue of Rowell’s Ameri- 
can Newspaper Directory, sixty-four 
newspapers and periodicals were ac- 
corded the Guarantee Star, fifteen 
more than had secured the coveted 
emblem when the 1906 book was is- 
sued. During the year, however, one 
paper which had the Star suspended 
publication, and another, which failed 
tosubmit a statement of copies printed, 
lost its right to be listed among the 
Siar papers. The guarantee which 
follows the rating in the Directory of 
each paper which has secured the 


Star, reads as follows: 


The absolute correctness of the latest 
circulation rating accorded the 
is guaranteed by the we of 
Rowell’s American Newspa Direc- 
tory, who will pay one hun ned dollars 
to the first person who successfully 
controverts its accuracy. 


Below is printed a complete list of 
papers in the Star Galaxy : 





CALIFORNIA. 
Oakland .ccccoossescccccsocsseegs erald, 
COLORADO. 
Denver. ceccccccscccases pdecccccccce POR. 
_ CONNECTICUT. 


Bridgeport... Morning Telegram and Union, 


DISTRICT OF COLUMBIA, 
Washington.....+ ..00. +++ Evening Star. 


GEORGIA. 
Augusta..scccccereces erecccece Pt 


ILLINOIS. 
Chicago...... eke ds meud a Daily News. 


Chicago. .cecccessesesess T: 5 
Chicago. ..ccccceccccssses Record-Herald. 
Chicago: ........seeereees Examiner, 
Decat@i ....ccccccesecacs Daily Review. 
Decatur..ccccoccses ree 
PeOria...eeeeeeeeeeeeeees Star. 


Chronicle. 


INDIANA. 
Crawfordsville ............ ea 
Indianapolis 


Pees eeeeeerseeee 


Indianapolis.....++++seseee+- Sta’ 
RiGMMRMINEG 's.00 ses ecsevis ves Evening Item, 


Terre Haute. .socseseceecees Tribune. 
IOWA. 


Des Moines........ Successful Farming. 
Sioux City.....+++ .. Tribune 


KANSAS. 
Topeka..ccocccccccccccsscses Capital. 


MARYLAND. 


Baltimote....ecese.csceescescseeee NEWS, 





MM TTA RIT DY ce 


MASSACHUSETTS. 
SR se Se Siceweone ag 


MICHIGAN. 


eR os i wkssmeascuen Citizen-Press. 
° ++eeeeee Morning Patriot. : 


MINNESOTA. 


Minneapolis . 
Minneapolis. 
Minneapolis. 
Minneapolis 







; Farm, Stock and Home. 
...svenska Amerikanska 
Posten. 


St. Paul............Pioneer Press. 


MISSOURI, 
Kansas City ......ccccsccccccccccesatate 
NEBRASKA. 
EAaOOe ice cciccess «-Daily Star. 
Lincoln......++seeses State Journal and 


Evening News. 


NEW JERSEY. 
Ret- Desk siccciccc etensueeckees Register. 


NEW YORK. 


Beaehle® 66. dssccwsceccs Standard Union. 
DOO soci 5s coascisece Evening News. 
Mount Vernon........... Argus. 

New York City........... inters’ Ink. 
TrOf. ccvseccccccceses Pe 


OHIO. 
- Beacon Journal. 


OREGON, 
Portland.....sesseccesesesee 


PENNSYLVANIA, 
Svecccecegececeee ‘imes. 

.. Bulletin. 
Philadelphia.......... esseee Press. 
Philadelphia .: . Record. 
Philadelphia . . Farm Journal. 
Pittsburg..... 4 + +.Post. 

West Chester..........«. ..-Local News. 


RHODE ISLAND. 


Providence...... asK0ues es eeeeeee Bulletin. 
Providence........ sbecekspeseecs SULUERG, 


SOUTH CAROLINA, 
Columbia......... 


TENNESSEE. 


++eeJournal. 


eseeee 





State, 


Pewee seseseescee 


Chattanooga.......News. 
XKnae ooatbese Fok ose and Tribune 
Nashville...... janner. 


WASHINGTON. 
Seattle.......... «s++++Post-Intelligencer, 
Seathle. vevccccsvee cee Times, 

WISCONSIN, 
Milwaukee...... Journal 
Racine.. Wisconsin Agriculturist. 


eng A 


Toronto ...... veeecve SMa and Empire. 
Victoria... jonist. 
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DINING-CARS NEED _ADVERTIS- 
ING INSTEAD OF LOBBIES. 


The American Association of Dining- 
Car Superintendents has appointed a 
lobbyist to represent it at Washington, 
fearing that the enforcement of the 
Pure Food Laws may prove fatal to 
the dining-car business. That is a par- 
tial admission of the need of Govern- 
ment regulation of dining-cars. 

Travelers have suspected at times 
that the perishable foods served in din- 
ing-cars, other than fruits, were pre- 
served by chemicals. If there is any 
ground for the suspicion it is time the 
practice was stopped. There is_noth- 
ing about the motion of a railroad train 
which makes drugs any less injurious 
there than in a hotel. 

To gain public confidence the dining- 
car superintendents ought to call back 
their lobbyist and advertise on every 
railway folder and every bill of fare 
used the fact that all articles served 
are guaranteed to be prepared in con- 
formity with the laws of the United 
States and are free from anything in- 
jurious. It will pay them much better 
than to wriggle away from the law and 
thereby suggest their lack of innocence. 
It does not necessarily follow that 
their goods are because they do 
not want them investigated, but they 
must confess that it is suspicious.— 
Chicago Tribune. 


ial litical 
Say1nc something when he had noth. 





WE ARE NOT 





“EXPERTS” 


Just plain, every-day busi- 
ness men who have an 
intimate knowledge of 
Southern conditions re- 
garding advertising. We 
know every inch’ of this 
territory, and the proper 
mediums to use in reaching 
the different classes. We 
invite correspondence. 


Armistead & McMichael 


INCORPORATED 
Atlanta, Ga. 














ing to say has gotten many a man into 
trouble.—Burba’s Barbs. 


Best at Any Price. 


Would say in regard to the news ink we have been using for 
some time of your manufacture, that it is the best we have had 
at any price. —HERALD, THOMASTON, ME. 











My news ink seems to please every one who 
uses it. Every day I receive some sort of testi- 
monial as toits good qualities, and many of my 
out-of-town customers use it-as an all-around 
cheap job ink. The prices are as follows: 


25 lb. kegs at7 cents a lb. 

50 lb. kegs at 64 cents a Ib. 

100 lb. kegs at6 centsa lb. 

250 1b. kegs at 544 cents a Ib. 

500 1b. bbis.at 5 cents a lb. 
My terms are f. 0. b. New York, cash with or- 
der. Send for my sample book of fine colored 


nks. Address 
PRINTERS INK JONSON 


17 Spruce Street, New York. 
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Most Valuable © 
Premium Coupons 
Ever Issued 


OUR new booklet gives details of a double 
plan for increasing the sales of your prod- 
ucts through the giving of valuable 
premiums to BOTH the retailer who 
handles them and the consumer who uses 
them. It also explains WHY wecan con- 
duct your premium department much more 
cheaply than you can do it yourself. 

Our system is used and endorsed by 
hundreds of manufacturers in all 
parts of the United States. 


Send for the Booklet To-day 
Manufacturers’ Trade-Mark Ass’n 
JOHN NEWTON PORTER, Pres. 
253 Broapway, New York 
Dept. I 














Increase Your Sales 





USE 


Silverware 
for Premiums 


SPECIAL QUALITIES, 
PATTERNS, PRICES. 


International Silver Co. 
Factory “C,” 
Bridgeport, Conn. 








By Suggestion 


from a number of large ad- 
vertisers who appreciated 
the pith and good sense of 
a recent article in The 
Western Monthly by 
Franklyn Hobbs, ‘‘Him- 
self,” entitled 





“Finding the 
Market” 











—this article has been repro- 
duced in pamphlet form. 


A copy of this unique 
pamphlet will be sent, 
on request, to any ad- 
vertiser of importance 


Book—“ ’Bout Himself and His—” 
outlining the service and facilities: of 
The Letter Shop in preparing Adver- 
tising Campaigns and Advertising 
Copy of The Higher Order, is also 
available, on request, accompanied by 
five reds addressed to 


THE LETTER SHOP 
1270-1295 Monon Bldg. 
CHICAGO, U.S. A. 
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BY GEORGE ETHRIDGE, 


Woaceotea OF PAINTERS: 


records immensely please such 
musical celebrities - as Caruso, 
Sembrich and others, and it is 
fair to assume that the signatures 
of these personages mean their 
appreciation of Victor records. 
Four people, however, of grand 
opera lung power could not hope 
to all talk at once in a room two 
feet by four, and it is equally 
difficult to show them to advan- 
tage in a quarter page magazine 








Nol 


space. If one celebrity were used 
at a time in a connected series of 
designs, the result would have 
been more successful, as the por- 
trait could be made of proper 
size and the text matter legible 
and striking enough to hold the 
attention. Granting, however, that 
conditions make it essential to 
run the four celebrities as in de- 
sign No. 1, the arrangement as 
shown in design No. 2, is super- 





Adverticementsc«. 


: INK WILL AMECEIVE, 
CRITICISM OF COMMERCIAL ART MATTER SENT TO WR. ETHRIDGE. 


40 PRINTERS’ INK. 


J;COMMERCIAL ART CRITICISM 


41 UNION SQUARE.N.Y. 


FREE OF CHARGE: 


There is every good reason to ior, and what is best of all, there 
exploit the fact that the Victor is ‘plenty of space for the text 











SEMBRICH 
SCHUMANN-HEINK 
SCOTTI 
No.2 
matter on a clean white  back- 
ground. 
* * * 


If any more hideous idea was 
ever incorporated in a quarter 
page magazine advertisement than 
in the Gem Adder advertisement 
now running in some of the 
magazines, the writer has yet to 
discover it. The snake border is 
as repulsive an effort in the line 








Pleas mention SVSTEM when eriting to adverisens 





of illustration as could be con- 
ceived by an artist with the de- 
lirium tremens, and the realistic 
snake head, with open jaws and 
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ADVERTISING MANAGER, handling publicity 
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distended fangs, is certainly cal- 
culated to frighten the most stout- 
hearted possibility in the way of 
4 mail-order customer, from ac- 
cepting the cordial invitation ex- 
tended to give the Adder a ten- 
day trial. “Stung” is a familiar 
word in the vocabulary of many, 
and it is doubtful if any design 
ever suggested it more potently 
than this one does. 

A clear-cut picture of the Add- 
ing Machine, without the en- 
vironment of the surrounding 
snake coils, would be far more 
inviting. to the timid mail-order 
customer, who is generally timid 
enough without any artificial ef- 
fort being made to frighten him. 

* * * 


The Emerson Piano advertise- 
ment reproduced on this page is 
evidently suffering from a bad at- 
tack of solar eclipse, which ob- 
scures the beautiful design and 





“ To know the future, read the past.” 
The past record of Emerson pianos is 


their highest recommendation and strong- 
est guarantee. Inthe fifty-five years since 
the first Emerson was 

have won the unqualified 


™ unfailing test of time hae Papen Bn ory 
possess most complete! ‘Sal 

musical quality, and a musical endurance 
unsurpassed by any piano in the world. 








finish and other possible good 
qualities of the Piano from the 
casual glance of the hasty, or even 
the deliberate reader. We learn 
from the text that it is fifty-five 
years since the first Emerson was 
made, and it is perhaps reasonable 
to assume that this is the original 
Piano surrounded by cobwebs, 
dust accumulation, and the other 
accessories of age. The small 
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BUSINESS CHANCES. 


Piano in the lower left-hand cor- 
ner is far too diminutive to be 
effective, and the same space de- 
voted to type would have made 
the appearance of the ad less 
crowded. 
* + * 
In this day of advertising clev- 
erness in design, the advertise- 
ment that possesses pictorial or- 
iginality in form and composi- 
tion is certain to stand out on a 
magazine page. If it is possible 











S «= No article is more useful 
about the stable than Mica 
Grease. Put a little on 

hook 







the spindles before you ‘‘ 
up”—it will help the horse, ani 
bring the load home quicker. 


MICA AXLE 
GREASE 


wears om-tege ae oe 

other _— ‘0a! e axle 

with a hard, smooth surface of 

wdered mica which reduces 

ction. Ask 
Mica 





the dealer for 
le Gi 5 





to arrange a mortise along thor- 
oughly unique lines, an eye- 
catcher is immediately secured. 
The dominant feature of the 
Standard Oil Co, design is its 
originality of arrangement. It is 
“different,” and things that are 
sensibly so are advisable. Had 
the pen treatment of this drawing 
been just a little less complicated, 
using strong and simple black and 
white contrasts, it might well 
stand as a model for this particu- 
lar style of advertisement. 
——_+~)——___—— 

It is a waste of breath to talk 
while you are running a foot 
race; it’s more than a waste of 
breath to talk to a man when he 
is opening mail—it’s a waste of 
two men’s time—Star Monthly 
Solicitor. 

ee Yt enneEn 

Perrect frankness and mutual reli- 
ance are just as necessary between ad- 
vertising agent and customer, as be- 


tween lawyer and client, physician and 
patient.—The Mahin Messenger. 


ADVERTISING MEDIA. 
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Advertisements. 


Adrertisements in ** Printers’ Ink” cost twenty 
cents a line or forty dolla: 


per cent discount may be ded if payment 
accompuntes fe | and order for insertion 
and ten per on yearly contract paid 
deter cade eet aldgrenel 
n ‘oran advertisement, and gra 
double price will be charged. 


WANTS. 


CETRASED FARM SERVICE for dailies. 
Page mats or any way to suit. ASSOCIATED 
FARM PRESS, 112 Dearborn earborn St., Chicago. 


S4 LESMAN who can show ares reco! gy Tight 
“—_ ie kine. Fa Ae 
hoice of: territory. Cal te. i 


man. 
GuuDS, 305 Broadway, N.Y. 


‘IYHE circulation of the New York World, 
morning edition, exceeds that of any other 
mormng a ll in America by more than 
100.000 copies per day 
A®%? Ts WANTED to sell our Stylographic and 
Fountain Pens. Write for Catalogue and 
Agents’ discount. J. ULLRICH * Co., Mfrs., 
Dept. 16, 27 Thames St , New York. N. Y. 
 TEREOTYPE Ome. 4 Py ay 9 
newspaper, w! make a change, sol- 
icits lence ‘from parties Seeiring sem 
vices of reliable man; Tit ae > igh- 
grade ref. “STERKOTYPER 
RACTICAL NEWSPAPER MEN WANTED to 
fill desirable tions now open. x tor 
give tien A apes le yuan portuntt r 


advan Send for free klet 
FERNALD S. NEWSPAPER MEN’s EXCHANGE, 
Springfield, Mass. 





ee A PYERTISEL-S MAGAZINE”—THe WestT- 


pie ” in ae: Trial subseri 
agg Hh le free. THE EWHSTERN 
MONTHLY, $15 Grand . ve., nd Ave., Kansas C City, Mo. 


LL round magazine man—editorial, ~+ 
vertising and business i 
ten years’ experience; part o: ais 
opening wire, ing 2a iy 


prietor; wan 
may have large opportu: 


EW YORK ADVERTISIN &.. CORPORATION 


mpany. 
ie limited exp 


wi “ADMAN 
Box 146, Brooklyn, 


Y YOUNG MEN AW: AND WOMEN 
a ability who seek positions as adwriters 
do managers Prom use the ciassified co!- 
umns sof Printers’ LNK, the business journa! for 
advertisers, —— weekly at 10 Spruce 8:., 
New York. Such advertisements will be inserted 
at 20 cents per line, six wordsto the line. tRINT- 
ers’ INK ts the best school for advertisers, and it 
reaches every week more employing aavertisers 
than any other publication in the United States. 


AIL ORDER pessens thoroughly experi- 
M enced in Chicago, d . estes 00 panke change. 


res: 


Now manager one ay c0} in 
Young man, over 30. of —— ability, 
energy, ju and who pro- 
uce its. Knows how to buy, get S inguicien, 
je up 
letters and literature that win. Has Ra 
50,000 letters daily, and for — years controlied | 
over 100 ple. Strictly temperate; ‘diplomatic, 
forceful tem ment. High-class only. 
Address “W. F. ©.,” care Printers’ Ink. 


ANTED—Clerks and others with common 
school es , who wish to qual- 

ity for reaay & week and over, to 
write for free copy on leading new prospectus ana 
endorsements concerns every- 
uae ame craduate lis 8 $8.00 . age 


number 
Siothing sdwriter in New > Sek oe owes 7 a 
cess within a we wentes to my teachings. De- 
GEORGE H. ELL faveraane, and Ruat- 
ess Expert, 471 Annex, New York. 








AT MANAGER, handling publicity 

engi tenting co co! poy ol SUCCCRE. 

ful in dealing with financia) ad. 

pn? geen gy. Ad-writer, 5 ider seupe for talent 
nd energy. iter, Jou ist, Engtn 

Address “TAREB,” care Printers’ Ink. tt! 


| WANTED 


rtner with $30,000 to enlarge pube 
epee property which netted $18,000 
dast year. New capital will increase net 
income 33-%%. Ample security furnished, 
epee P of lifetime. ddress “J 
P.,”’ care Printers’ Ink, 10 Spruce Strect, 
New York. 














ADVERTISING WRITER 


Young man, of moral habits, and 
ability for getting things done, desires posi- 
tion with Agency or Business house re- 
quiring Ad-writer (Philadelphia preferred); 
capable Of writing good copy and laying 














out along original lines, Address Box 
“*R,,” care Printers’ Ink, 
COIN MAILER, 


$2.% For 6 coins 
° ACMEC IN CARRIER CO. 
ctaceriec s % 7) 2 ae Da 2 
DIRECTORY OF NOVELTY 
FACTURERS. 


AS wanted to sell ad novelties, 25% com. 
3 samples, 10c.-J.C. KENYON. Uwego,N Y. 
ee 


Any printing. 
. Bu Stinaton. le, 


MANU. 


HALF-TONES. 
IERFECT copper _half-tones, 1-col.. $1; laruer 
10c. perin. THE YOUNGSTOWN ne 


GRAV! co., Youngstown, Ohio. 


gy ay HALF-TONE TONES. 
2x3, 75c.; 3x4, $1 ; 4x5, $1.60, 
Delivered bach cash accompanies the order. 
fend for samp! 
KNOXVILLE ENGRAVING CO., Knoxville, Tenn. 


ls -TONES for the “the job 5 rete be eWspaper or 
talogue. (ur new m is right in 
the heart of the city, two blocks from Times 
Square subway station. STANDARD ENGR;:\- 
ING CO,, Sevevth Ave. at Fortieth St., New York. 


Pe a ret tgy a or line productions. 10 ame 
inches or smaller, delivered prepaid. 7 








6 or more. 50c. each, Cash with order. Aii 
newspaper screens. ice day and night 
Fomee for circulars. ~~ sad ee 
: - on ver. . O. x 8i 
Philadelph hia. 4 — 
COIN CARDS. 
$3 Less for more; ny peinein 
THe born WRAPPER Cv,, ich, 
pe Aisha ache ley 
PAPER. 
B BASSETT & SUTPHIN, 
62 Lafayette st.. New York’ oT: 
Coated pavers rade cata Diamond B Perfect. 
Write for righan catalogues, 
FOR ‘SALE. 
OR mg Bp liu recently 
F o uiht, Cully ners ag tian" iate deliv- 
ery. ITE.” car care Printers’ Ink. 


Fok sarong established | job office. Machin- 

ory will wae ave $15,000; will seal for $10. 000. 
Send for ete invoice. Add THE KEN- 
TON REPUB! CAN CO., Kénton, Ohio. 


Foe SALE—8-page Scott perfecting press, with 
necessary curved inery. 
Will print 4 oe 8 pages; 6, columns, ‘In ve 
g conditi Address JOURNAL AND 
NE, Knoxville, Tenn, 
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BUSINESS CHANCES. 


G stores and | positions, U.S. or Canada. 
peyey . KNIEST, Omaha, Neb., U.S.A. 
pam athe Batre meareadlaah ats 


PRINTERS. 
7F print ere gues, booklets. circulars, adv. 
W matter—all kinds. Write for prices, THE 
BLAIR PTG, Cv., 514 Main St.. Cincinnati, 0. 
——_— _ _+o>-— ———_ 
PATENTS. 
PATENTS that PROTECT 
, . aes aed inpestass 5 mailed on rene 
R. 8. & A. B. LACE 
[Washington, D. ©. Estab. 1869. 





——_+9> —_—— 
ADVERTISING AGENCIES, 


A. OGORMAN AGENCY, 1 Madison A 
D.4 N.¥. Medical Journal advg. poe wR 
yg Styer Publicity Service Service. Advertising pre- 
, illustrated and placed. Geneva, N. Y. 
M,HE IRELAND ADVEKTISING AGENCY. 
Write for Fos seb! Kind Advertising Service. 
925 Chestnut Street, Philadelphia. 
LKERT FRANK & Cu., 20 Broad Street. N. Y. 
General Advertising’ Agenta. Katabiishea 
is. Chicago. Boston. Philadelphia. 
ingot ail kinds placed in every part of the world. 


ASummer Breeze in Canada for $1,367.60 


Pd ae give you oases showing | = 14 leading 
Canada’s 10 oak 
cities 17; $1,367.50 (2,500 teas in cach | a ag ae 
will prepare Canadian copy pron eee ‘iieae hai ge 
a advise as to best trade 

Write to-day for list. 

The Desbarats Advertising ia Ltd. 
Suite 50, 42 Victoria Square, Montreal, Canada, 

———__~>> 
PRINTERS’ SUPPLIES, 


Gordon Press Motors | 


00 to 3,000 
impressions per hour. Write for booklet “P.” 
GUARANTEE ELECTRIC CO., 
Chicago, Ill. 


SUPPLIES. 


W D. WILSON PRINTING INK CO., Limited, 
« of 17 Spruce St., New York, sell more mag- 
azine cut inks than any other ink house in the 


trade. 
Special prices to cash buyers. 
ME. prihl yeep * You ought to have Bernard’s 
ze raate Se in your circulation dep’t 
a palin ig I ng wrappers. No ot! mpl Free, 
clean, convenient and cheap. foc ag ree. 
BERNARD, 609 Kector or Building, Chicago, Il. 
A™ PRINTER can increase his income if he 
adds a Rubber Stamp Outfit to his plant. 
Our Vuleanizers for making Stamps are the 
in the world. Write for catalogue and 
started at once. THE J. F. W. DORMAN C 
PANY, Baltimore, Md. 


eS Sa 
BILLPOSTING AND DISTRIBUTING. 

Qi 609. Rector F Building, Chtesao, Il., is 

National Headquarters e Associated 
Bilipostore a and iver, 3.009 towns and 
cities represented. guaranteed. CHAS. 
BERNARD, Secretary. 

PREMIUMS. 


T*e ett ie of suggestive omtame suitable 
blishers an: ——* from the foremost 
maka ‘and wholesale d 


jualiy, 35th issue now ready ; 
MYERS CO. kw. and 49 Maiden Lane, N. Y. 
—- +o 
AD-WRIT# WRITER, 


‘arene AD-WRITER 


ears wii costing egency sBese‘ot etarences. 
vite Re cake Print ters’ Ink. 
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ADVERTISING MEDIA. 
T= 1905 issue of the American Hompanen 


birectory — that the average issue 
ot ya hi (O.) RECORD in 1904 was 1,150. Aver- 
age in 1903, 1,138. 


BOOKS. 
Forty Years an Advertising Agent 
BY GEORGE P. KOWELL. 
The first pee history and exhaustive nee. 


rative of 
sane tices “as & 





year) is now offered forsale. About pares. 
5x8, set in lo ong primer. Nee © omy half-tone 
raits Cloth and gold. y Pepe id. 
E PR ae, =e PUBLISH! G 10 
Spruce St., New York. 





PRINTIN G. 


peourz delivery of pisherk quality printed 
business torms and advertising matter, is 
our speciaity. Let us estimate on your next 
order. If your job is a very technical one or re- 

uires exactness in all respects we can suit you. 
THE BOULTON PRKSS, "Drawer, Cuba, N. 


pital rs sant nlbeh 
PUBLISHERS. 


Newspaper Publishers 


DESIROUS OF INCREASING 


Local Advertising Patronage 
WILL LEARN OF 


A Most Effective Plan 


BY ADDRESSING 


THE LINCOLN PUBLISHING CO, 
38 to 62 S. 4th Street, 
Philadelphia, Pa. 


Only one paper in each town will 
be considered. 





+ 
CARD INDEX SUPPLIES, 
Gin prices on Stock Cards and | Special Forms 

m manufacturers. Card) a > 
all makes of cabinets. 8 


pecial 
Prin nase, Trade. a 
STANDARD > ARBRE. CARD COMPANY, 
707-709 A t.. Philadelphia, Pa. 


PUBLISHING > Sam OPPORTUNI- 


O** of od formoxt special special porlodionis in 

ew York can be had ve itageo 

reason of unlooked for circum: na roumstances es. 54 

stands to yield * on cost and 

fs 7 loping Very pa 
ipale pre 


255 Broadway: New York, 
pat man Tae 


ADWRITING. 

RRACTICAL ad en hs corresponden ; 
P vited. GRIFFITH kk. TH &. DIOK, r Bvansville, ind. 
L= 2 me gut a brood of fn ay 

boom your business. 15 
years of successful experien ane we asa — 
| ae tosomething bigger, 1’ll mrriee fenventens, 
pos ap ann use ads for oS douse: for 86, core a id data 

our dollars, J Hal: 

‘ Moskiya, N Y? : red 

POSTAGE AGE STAMPS. 


es at 3 off, unused U. 8.: 


ce. 0. d. R. F. 
RSER, 2404 Milwaukee Ave. i 


Unioago, ida 
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READY-MADE ADVERTISEMENTS. 


Readers of Printers’ Ink are invited to send model advertisements, ideas for windo. 
cards or circulars, and any other suggestious for bettering this department. 








THe Piums Jewevry Store, 
518 Walnut Street, 
Des Morngs, Ia. 
Editor Ready Made Department: 

Dear Sir—I am enclosing three ads, 
that form part of a series of watch 
ads, that we have been running for 
the past six weeks in the three daily 
papers here, and would greatly appre- 
ciate your criticism of same. 

About a year ago, I sent you some 
of our ads and at that time you sug: 
gested that our single column ads, on 
account of their length, would be more 
effective if set up in double-column 
style. I thought your advice extremely 
good, and during the past year most 
of our advertising has been in that 
form. late, however, I find it in- 
creasingly difficult to secure choice 
positions, with double-column ads, un- 
less we use rather more space than we 
care to employ at this time of the 
year. 

We do not expect immediate results 
from our advertising and so allow the 
papers a choice of several days in 
which to run an ad, provided they 
give us the position we wish. 

Would you not consider a_ single- 
of from six to ten inches 
placed at top, toward center of page, 
and surrounded by reading matter, pro- 
vided the copy be reasonably good, to 
be, in proportion to its cost, the most 
effective advertising? 

Yours very truly, 


(Signed) Ratpx H. Prius. 





Yes, I think that, probably, you 
are right as to the value of posi- 
tion, but it seems to me that the 
brand of copy you are running is 
pretty sure to pull, from almost 
any part of any good paper. It’s 
good stuff, as shown by the -ads 
here reprinted: 





THE EASY WAY AND THE OTHER 
WAY TO BUY A WATCH. 
When you buy a watch make wu 
your mind to get the very best watc 
you can for your money. Perhaps 
you don’t know much about watches, 
not very many people do, but you 
would like to get one that will surely 
keep time, and that you can rely on 
to be an accurate and dependable 
timepiece. Now think it over, What 
is the sensible thing to do. There is 
an easy way and a hard way to do 
all things. The easy way and the 
sensible way to buy a watch is to come 
to this store, that for forty-two years 


watches, and select from our great 
stock the style and grade of watch yoy 
‘wish to buy. The price is marked in 
plain figures, a child can’t go wrong 
there,.and when you have bought your 
watch you know you have a good one, 
It will be accurate, durable, handsome, 
correct in style and finish; in short, a 
watch that you can be proud of for the 
rest of zou life. 

Now let us tell you the hard way to 
buy a watch. Study up an old out-of- 
date catalogue, learn a_ few things 
about “jewels,” “settings,” etc. Don't 
think that any jeweler knows more 
about watches than-you do. Make up 
— mind that'no matter where you 

y a watch you are smart enougli to 
get a good bargain. Shop around from 
store to store until you are so sick of 
watches that you never want to see 
one again, and then buy one of the 
fellow who offers to throw in a ‘“‘five 
dollar chain.” You bought your watch 
all right and probably you got a little 
experience along. with it. ive years 
later you may wish you had “gone to 
Plumb’s” and got a really first-class 
watch, but you won’t tell anyone you 
feet that way because they might think 
you had made a mistake. 

Why not come*to this store in the 
first place, where so. many thousands 
of smart and intelligent people have 
bought their watches. That is the easy 
way, the safe way, and the sensible 
_ to buy a watch, 

rom $10 to $20 we sell you the 
best possible watch for the money, and 
from $20 to $45 we offer the best 
watches for service that you can buy 
at any price. 


THE PLUMB JEWELRY STORI, 
518 Walnut Street. 


THIRTY SECONDS A WEEK 
is the greatest variation of time that 
our railroad watches ever undergo. 
Most of them run much closer than 





Uf course, not every one cares to 
buy a watch of this grade, nor is it 
necessary to do so in order to have a 
fine timepiece. 

Our system of timing and testing all 
of our watches before selling them 
makes it extremely easy for our cus- 
tomers to secure an accurate timepiece 
at_a very moderate price. 

It is really. surprising what close 
mig our $20 and $25 watclies 
are, ile not. of a high enough 
grade to pass “railroad inspection” 
they are as good, if not better, time- 
pieces than the average man ever needs 
to_have. 

We make it a rule to carry in stock 
so large a variety of watches that we 
never miss a sale because our cus- 


tomer does not find the style he wishes 
to buy. 


THE PLUMB JEWELRY STORE, 





has made a specialty of selling good 


518 Walnut Street. 
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PHILADELPHIA, Pa, 
Editor Ready Made Department: 
Dear -Str—Enclosed please find two 
booklets, both of which I am_respons- 
ible for. Will you kindly give me a 
real candid open on them, and there. 
by greatly oblige? 
Yours very truly, 
(Signed) Jno. H. WuH1ItTweELt, 
1213 Filbert Street. 





1 have read them, quite care- 
fully; in fact, read the Graves 
booklet a second time to find out 
what the Graves Company sells. 
I discovered that “It is not the 
mission of this booklet to exploit 
‘or explain the great variety or 
the class of goods we make. 
That’s too well known.” In the 
illustration of a show room, how- 
ever, covering the two center 
pages, it is evident that wall pa- 
per is one of the articles offered 
for sale. Whether it is the only 
one, there is nothing, so far as I 
can see, to show. It is always 
a mistake to assume that every- 
body knows your house and what 
it sells. That is a strong state- 
ment, but I believe it is absolute- 
ly true. Even those who do know, 
need reminding, and this really 
beautiful and well written book- 
let could have served that pur- 
pose in just a few additional lines 
without any increase in cost and 
at no risk of boring the reader. 
This is a far more serious fault 
than to call the book a “small 
booklet,” which is the only other 
thing which I can criticise ad- 
versely. The Delaware County 
Field Club booklet is good ex- 
cepting a not very good start and 
some “small booklets.” There is 
quite a gap between the Me op 
“Delaware County Field Club,” on 
the first page ‘of text, and the 
text itself, which starts off with 
‘Ts situated in Manoa,” etc. In 
fact the words “Organized in 
1903” occur between. I think the 
text might better have started 
with a repetition of the club 
name; it would have made much 
smoother reading. But these are 
small things, and not at all likely 
to affect the attracting power of 
your well-drawn word picture and 
the seductive scenes shown in 


For a Real Estate Agent. 


45 


From the 


Harrisburg (Pa.) Star Independent. 





Why Not? 


y wth 
tate _ transactions. 
properties this spring 
to the owners. 


our business 


Harrisburg, Pa. 


not list your proper- 
us—we’re makin 
excellent record in real es. 
We've 
transferred many desirable 


several that looked hopeless 
There’s a 
buyer for oer sale, and it’s 
ce find him, 
Cc. S. WEAKLEY & CO., 
Real Estate, Insurance, 
Rents. 


1z N. Market Square, 


an 


and 








An 
Good Test. 


Interesting Headline Supported by 
From Kansas City Star. 





Mattings at 
16c. Per Yard. 


this advertisement of 


the mattin 
sas City. 


Kansas City. 


Can anybody who reads 


tings, worth up to 4oc. and 
s50c. per yard, remember the 
time when they were to be 
had at such a little price? 
No wonder that we are doing 
business of 
here are just 200 
rolls in this end-of-the-month 
sale, Japanese Matting worth 
up to goc. and soc. the yard; 
designs are carpet effects, in 
reds, greens and blues; to- 
morrow at 16c, a yard. 


EMERY-BIRD-THAYER 
COMPANY, 


*Mat- 


Kan- 








Good One For a Bakery. 


From the 


Pawtucket (R. I.) Evening Times. 





We Are 


Fine Cakes. 


natural fruit. 


Pawtucket, R. I. 





half-tone throughout the booklet. 





Originators of a 
Large Variety of 


The latest is an Orange 
Ice which is proving to a 
most popular 
cakes we have ever made. 
The filling and icing of 
this cake are made from the 


They are sold at 15c. 
THE LONSDALE BAK- 
© ERY CO., 


each. 
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Tue “REGISTER AND LEADER,” 
Des Mornes, Iowa. 
Editor Ready Made Department: 

Dear Str—I am enclosing half a 
dozen ads from a series which I have 
written for “Terrace Park,” a new 
residence location at Lake Okoboji, a 
very popular lake resort in the north- 
ern part of Iowa. { would be pleased 
to have your criticism in some forth- 
coming issue of the ‘Little Schoolmas- 
ter.” I have labored under a good 
many handicaps in preparing this series 
—about fifty ads in all. First, I know 
little of the real estate business, and 
not much more of adwriting. In the 
second place, I have been unable to 
give much time to preparing the copy. 

In going over our exchanges I have 
not found any advertising of just the 
same character. There are plenty of 
summer resorts advertised, but rather 
with the intention of filling the hotels 
instead of selling building sites, 

Very truly, 
(Signed) Henry T. Watts, 
Circulation Department. 





There’s nothing in the ads sub- 


mitted that seems to indicate 
either inexperience or lack of 
time. The arguments themselves 


are good, and they are well stated. 
Whether it is advisable to print 
the prices, instead of general talk 
to the effect that they are lower 
than in neighboring sections, is 
an open question, but I should be 
in favor of doing so. Here are 
several of the ads referred to: 





FOR THOSE WHO INTEND TO 
BUILD A SUMMER HOME. 
Look about Lake Okoboji for the 


one spot that comes nearest to your 
ideal as a location for a summer cot- 
tage— 

Consider view, beach, elevation— 

Investigate the matters of accessibil- 
ity, sanitary conditions— 

Examine the district, the class of 
buildings and the character of the peo- 
ple who will be your neighbors— 

Look into every possible detail— 

And you are led to Terrace Park. 

Terrace Park is new—but is building 
up rapidly, many cottages being built 
last season and several are under con- 
struction at the present time. 

We are offering Terrace Park prop- 
erty at “bed rock” prices—33 1-3 to 50 
— cent less than you would be asked 
or property in the older sections on 
Lake Okoboji. 

Let us send you further particulars. 
We will be glad'to mail you a copy of 
our handsome illustrated booklet free. 

O. GREEN, Owner, 
Spencer, Iowa. 


TAKE YOUR FAMILY TO LAKE 
OKOBOJI THIS SUMMER. 
Avoid the hot, dusty streets and the 
sultry evenings that will soon be here. 
Build a summer home on the shores 
< pene Lake Okoboji in Terrace 
ar. 
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At Terrace Park it is always cool~ 
the breezes are unobstructed. The ait 
is pure and invigorating. Your neigh. 
bors will be some of the best people of 
the. State. 

»Terrace Park is fast becoming the 
popular residence location of the rr. 
sort. Many new cottages will be com. 
leted this season. Desirable building 
lots can be purchased now at very 
reasonable prices. 

Write to-day for illustrated booklet 
—it’s free, 


H. O. GREEN, Owner, 
Spencer, Iowa. 


MONEY-MAKING SUMMER 
HOME AT TERRACE PARK, 
. LAKE OKOBOJI. 
If you purchase a residence site and 
build a summer home at. Terrace Park, 





A 


the new exclusive section of Lake 
Okoboji, it will commence to make 
money for you immediately. Probably 


you could sell at a good profit this 
summer, 

Increase in property values at Ter. 
race Park is inevitable. The rapidly 
increasing popularity of Lake Okoboji 
as a summer resart adds to the value 
of all surrounding property every year. 

Terrace Park is new. We are offer 
ing excellent building sites at much 
lower prices than are, asked for prop. 
erties in older yet less desirable loca. 
tions. 

We will be glad to send you free a 
handsome illustrated booklet describing 
Terrace Park. 


H. O. GREEN, Owner, 
Spencer, Iowa. 





Strong Argument fora Real Estate 
Loan Business. From the Memphis 


(Tenn.) Commercial Appeal. 
Take Advantage | 
of Our 5% Interest 


Rate to Take Up 
That Old 6% Loan 


Since you made that 6 per 
cent loan it is possible that 
the value of your property 
has -increased so materially, 
or that the amount of the 
loan has been reduced so ma- 
terially, that you could read- 
ily replace the old loan with 
one from us and save consid- | 
erable money by the opera- | 
tion, and at the same time 
secure a more liberal con- 
tract and easier terms of re- 
payment. It will cost you 
nothing to. talk it over with 
us, and it may do you great 
good. 


WILLIAMSON BROS., 
Investment Bankers, 
Memphis Trust Building, 
Memphis, Tenn. 
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ys cool.[mA Headline That Conveys Information. | Timely, But Not a Single Price or a 
> ait From the Kansas City Journal. Statement As To Quantities Required 
ur 1eigh. sd Yt Po From the Wilkes. 
people of arre (Pa. eader, 
a Patent Leather . 
& the 
the te Low Shoes for A Handsome 
build Women, $1.6 
uiidin . ° 
at ven Ww d ’ k 9 Lawn 
e on’t now when 
| booklet we’ve put a complete line of a BB aR one * 
such splendid Patent Kid- x ary 4 tite 8 
ly skin Low Shoes on sale for | © yey =“ y rer sch 
$1.69. They are perfect, this oo ae lock por 
| Sastre! shies "ey “nave ragis Regge BR 
UMMER — Boscom gp Poagpe ed bare spots and sow generous- 
\RK, pliable, and they are perfect- ay eg . Mixtire 
ly smooth inside. They have will give tant sotiatncter . 
site and high or moderately high Cu- poy A judicious a jlica- 
ce Park ban heels, They’re as pretty Seat | OF coon ne (a 
f Lake Ribbon Tie Oxfords as you’d special preparation) sill ive 
4 make = 9 Fae $3 es te vitality os beauty to the old 
robabl ought a lot at such a low 
ofit “thi, price that we can sell them : ptm as well as hasten the 
a tax at $1.69 per pair. Flower Seeds—Full assort- 
rapidly | | JONES DRY GOODS CO., mo y  e e 
Okoboji Kansas City. ield abundantly and the best 
od — ield Seeds obtainable. 
re offer. [| Mighty Few Business School Ads Meas- Ph ng Potatoes—particularly 
4 much ure Up To This Excellent Example S| cial prices to market 
of a4 from The Albany (N. Y.) Evening gardeners, 
rn W..D. BEERS, 
scribing 7 West Market St., 
Your Boy. Wilkesbarre, Pa. 
PE pao Bony Say ao ie Hanford and Horton’s Ads are Nearly 
school course, the selection Always Good. From the Middletown 
- of the school which is to give (Conn.) Daily Argus. 
Estate him his —_ education is a 
Lemph very weighty matter. 
iphis he" Albany Academy is Be Good To Your 
— usually selecte y parents s 
who carefully investigate the Fountain Pen. 
| subject. This is largely. be- oo i 
cause The Academy has a fac- _ Fill it with the proper 
t ulty of exceptional strength, ink and you'll find it will do 
—men who not only know you better service Our spe- 
their subjects themselves but cial fountain pen ink at roc. 
who are unusually successful a bottle will please your pen. 
1 in helping their pupils to Be good to yourself -and 
know them. get a fountain pen which will 
rr The Academy does not sim- just suit your hand | 
it ply cram its boys to pass the _You can easily pick that 
y college entrance examina- kind of pen from our big 
ys tions, but is noted for giving stock. stings 
e a broad, well-rounded educa- The “Standard Flange” is 
i- tion in all its courses—Class- the cleanest and most satis- 
- | ical, Scientific and Special. factory pen made. Its middle 
h The cost of educating a joint and flange are features 
- | boy at The Academy is from no other pen has. Prices 
| $40 a year up, according to from $2.50 up. 
e | class, while to send him to a Waterman’s Ideal, _— the 
§ page gn — an ex- ere: pen, from $2.50 
4 pense of $700 to $1,000 a up. as 
/ year. [Illustrated catalog, The “Hanford & Horton 
containing an article of im- —the best dollar pen made 
portance to every father, sent 
free on request. Address: HANFORD & HORTON, 
6 North Street, 
ALBANY ACADEMY, Middletown, Conn. 
a gv 1813.) Pictures to fit all frames. 
. O. Box 143-A, Frames made for all 
Albany, N. Y. pictures, 
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48 PRINTERS’ INK. 


ALLEGED HUMOR. 


HIS MODERN EDUCATION.— 
“Hasn’t -Gayboy been mixed up in sevy- 
eral divorce suits?” * 

“Yes; he’s a graduate of a co- 
respondents’ school.” —Exchange. 


IT COMES HIGH.—Pat—“What be 


yer charges for a funeral notice in your 
” 


a, ch 

ditor—“Fifty cents an inch.” 
Pat—“Good heavens! And me poor 

brother was six feet high.”—Ex. 











Naccus (literary editor)—“‘By the 
way, Borus, where did you get the 
material for that society novel you’re 
writing?” Borus (struggling author)— 
“At a department store. I’m using 
only the commonest kinds of pens, ink, 
and: paper.”—Chicago Tribune. 


THE BEST .WAY.—Rosenberg, the 
Clothier—Little Abie found a big rolls 
of bills on der sidevalk? 

Mrs. Rosenberg—Vill .you advertise 
der money? 

Rosenberg—Vell, I’ll put der money 
mex stock an’ advertise der goods! 
—Puck. 





Customer—“I’m rather interested in 
young Mr. Scribbles. .I want to get a 
copy of his novel. Have you got it?” 
Clerk—“‘We did have a small supply a 
few weeks ago, but I’m afraid it’s ex- 
hausted.”” Customer—‘Really? I heard 
it was weak, but I didn’t think it- was 
that bad.”—Philadelphia Press. 


One day the office boy went to the 
editor of the Soaring Eagle and said: 

“There’s a tramp at the door, and he 
ave he has had nothing to eat for six 
lays.”” 

“Fetch him in,” said the editor. “If 
we can find out how he does it we can 
run this paper for another week!”—Ex. 


THE EDITOR’S ULTIMATUM.— 
i didn’t print my hailstone story?” 
“ Nix.’? 





“And why not?’ 

“Hailstone stories must be accom- 
panied by a reasonable number of hen 
eggs, not necessarily for publication, 
but merely as a guarantee of good 
faith.” We ashington Herald, 





A DENVER woman, going from home 
for the day, locked everything up well, 
and for the grocer’s benefit, wrote on 
a card: ‘‘All out. Don’t leave any- 
thing.” This she stuck on the front 
door. On her return home she found 
the house ransacked and _ all her choicest 
possessions gone. To the card on the 
door was added: “Thanks: we haven’t 
left much.”—Kansas City Star. 


SHE WAS WISE.—“Say.” 

“Well?” 

“TI wonder how these girls find out 
so many things.” 

“What now?” 

“T kissed one last night and told her 
she was the only girl I ever kissed.” 

“What did she say?” 

“Said, ‘Back up. You for a cor- 
respondence school.’ ” 


ON THE FRONTIER.—“T under. 
stand that Crimson Gulch has a news. 


r. 

“Yes,” answered Broncho Bob. “But 
the fellers around here is so sensitive 
that ‘they dasn’t print anything about 


“Its editorial staff must have many 
difficulties !’’ 

“Mister, ‘that: ain’t any editorial staf, 
That’s a suicide club.’—Clover Leaves, 





Ont Sunday John Wanamaker visit. 
ed’the Sunday-school classes in which 
he was greatly interested, and after 
talking the lesson over told: the pupils 
he would try to answer any questions 
the boys or girls wanted to ask him. 

One little girl raised her hand, and 
spoke out timidly: “Will. you please 
tell me, Mr, Wanamaker, how much 
those large French dolls are that you 
have in your show-window.”—Saturday 
Evening Post. »_' 


He fourid his hair was leaving the 
top of his head; and took his barber to 
task about it. 

“You sold me two bottles of stuff to 
make .this hair grow.” 

“Tt is very .strange it won’t grow 
again,” interrupted the barber. “! 
can’t understand it.” 

“Well, look here,’” said the man, “] 
don’t mind drinking another bottle, but 
this must -be the - last.”—Weslcyan 
Christian Advocate (Atlanta). 


A WELL-WON BANQUET. — 
“Gimme a dime for the newsboys’ din- 
ner,”’ a boy asked. as he shoved a dirty 
hand in front of a man at Tenth and 
Main streets. 

“T haven’t seen anything in the pa- 
pers about a newsboys’ dinner,” the 
man said. ‘“‘When does it take place?” 

“Just as soon as you give me the 
dime and I can get to a lunch counter,” 
the boy said. He got thé dime.—Kansas 
City Star. 


THE JOURNALIST’S WIFE.—\Mrs. 
Scribbler (impressively)—Whatever you 
do, never, never marry a newspaper 
man. 

School Friend—Why not? 

“T married one and I know. Every 
night my husband brings home a lot of 
newspapers from all over the country 
which drive me crazy.” 

“The newspapers?” 

“Indeed they do. They are just 
crammed with the most astonishing bar- 
gains in shops a hundred miles away.” 
—Tatler. 


AN ACCEPTED . EXPLANATION. 
—The ambitious young humorist had re- 
ceived from the editor his offering of 
jokes. 

“T wonder why he didn’t take them,” 
said the young humorist sadly. 

“T shouldn’t .be surprised,” said his 
wife, “if the editor isn’t one of tlicse 
men who don’t understand a joke until 
it has been explained to them. !' 
were you I should send them back to 
him, with a kind little note telling |im 
what the point is in each one.” 

The humorist did so. 

To his great surprise the editor ac- 
cepted his explanations.—Judge. 
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